Advertisin 


THE NATIONAL NEWSPAPER OF MARKETING 


Entered as second-class matter Jan. 9, 1932 at the post office at Chicago, Ill., under the act of March 3, 1879. Copyright, 1944, by Advertising Publications, Inc. 


January 24, 1944 


10 Cents a Copy, $2 a Year 


Those iconoclasts 


advertising 
who dubbed L&T’s successor Foot, 
Corn & Bunion have decided after 
joking over the score for the 
frst year that they were only 
kidding. 


Vaux Wilson, of Homasote, who 
nde the Pennsy from Philadelphia 
to Chicago recently and arrived 
just seven hours late, has sug- 
gested that the name of the train 
be changed to the General Con- 
fusion. 


A new 3.5 oz. polystyrene ball- 
cock, Modern Plastics reports, has 
peen injection-molded automatic- 
ally. 

Now we're getting somewhere. 


There are 113,490 beauty shops 
in the United States, according to 
a recent trade survey, and as yet 
in spite of their best efforts not all 
women look alike. 


The Minneapolis-Moline Power 
Implement Company says it or- 
ignated the Jeep, and is spending 
advertising dollars to prove it. 
Maybe this will turn out to be the 
real $64 question. 


With 30 years of yeoman service 
behind it, the ABC must assume 
responsibility for having elimi- 
nated a lot of the imagination 
from advertising salesmanship. 


“Reach a school teacher,” says 
State Teachers Magazines, “and 
you reach the core of an American 
community.” 

That’s right, she still gets plenty 
of big red apples. 


A Kansas City advertiser says 
that fish can really be eaten on 
days other than Friday, and hopes 
you won’t forget that it used to be 
“Chicken Every Sunday,” too. 


Automotive News published a 
story predicting early resumption 
of car building that got a very 
g00d press. It’s darn good news 
for most of us even if it ain’t so. 


The inspired makeup man re- 
cehtly presented the combination 
Message, “LePage’s Glue can’t 
keep Grandma in her chair.” 

Of course not — these days 
Grandma is the busiest member of 
the family. 


, 


Iron Fireman warns dealers not 
to give the cold shoulder to pros- 
Pects they can’t sell right now, 
and that’s good advice even for 
those who aren’t in the heating 
business. 


“We urge you to remember the 
Woman in all postwar planning,” 
urges Woman’s Home Companion, 
Which is like telling a sailor not 
fo forget his favorite telephone 
numbers. 


After only eighteen months of 
honest toil, the author of “The 
Diary of an Ad Man” has closed 
Ww shop, but readers of this dur- 
able column are advised not to in- 
dulge in wishful thinking. 

Copy Cus. 


Furniture Buyers 
Seek Merchandise, 
Eye Postwar Era 


Chicago, Jan. 18.—Eager to 
secure vitally needed merchandise 
and information on current and 
postwar prospects, buyers in rec- 
ord numbers from virtually every 
part of the United States and Can- 
ada thronged the American Furni- 
ture Mart and the Merchandise 
Mart here yesterday at the open- 
ing of the furniture and home 
furnishings winter market, sched- 
uled to run through Jan. 29. 

While booking orders for as 
much as manufacturers can allot 
under the “quota” system, they 
also centered their attention on ex- 
hibits of sample postwar products 
set up by makers of home appli- 
ances allowed by priorities for 
strictly limited production. 

Buyers attending the opening 
day postwar planning session of 
the National Retail Furniture As- 
sociation were told that a vast 
potential market for home appli- 
ances will exist after the war; 
that, while material with which to 
build appliances is gradually be- 
coming available, substantial re- 
leases will not be made by WPB 
until the European war is over, or 
nearly over; that the first models 
would be greatly improved from 
the last peace sets; and that 1944 
would be “tighter” than the past 
year but quotas and allocations 
should be enough to enable mer- 
chants “to get by.” 


Warns of Delays 


H. E. Blood, president of Norge 
division, Borg-Warner Corpora- 
tion, Detroit, warned that “we ap- 
pliance manufacturers have a very 
difficult period ahead of us,” and 
said that if the government re- 
leased unlimited quantities of ma- 
terials today, relatively small 
quantities of appliances could be 
built because equipment and floor 
space is tied up in war production 
and labor in most areas is scarce. 

Urging a return to free, com- 
petitive enterprise, he asserted 
that “in such a postwar atmos- 
phere you will have continually 
better appliances and competition 
which will continually lower rela- 
tive prices as it has in the past.” 
He predicted that the price level 
will be higher for a long time and 
“probably always,” but added that 
“free competition, with enough 
regulation only to prevent mo- 
noply and abuse, will continually 
lower the ratio of prices to income 
and the standard of living will 
steadily improve.” 

“Retailers in the furniture, de- 
partment store and hardware 
trades should be ready to serve a 
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Seek Tax Law 
Change fo Boost 
Small Paper Ads 


NEA Still Hopes 
to Revive Bankhead 
Bill in House 


Washington, D. C., Jan. 20.—| =, 
The campaign of small news-| %2% 
papers for legislation to assist} 2=/ 


them in their wartime advertising 


problems moved toward a new cli-| =7 4, 


SELF-TREATMENT 


City Coal Shortage ‘Critical’; 
‘Jersey, Nassau County Also Hit 
|) 070 Complaints on 


Lack Received by Cire 


di; 
Hi 


max this week with the introduc- ey 


tion in the House of a bill which| - 


would adjust income tax regula- 
tions to channel war information 
advertising into publications in 


communities of less than 10,000} 


population. 

Although the new bill was ad- 
vanced as the answer to many of 
the objections that had been raised 
against government-paid war bond 
advertising, the National Editorial 
Association, sponsor of the Bank- 
head-Cannon bills, reserved opin- 
ion on the new measure and de- 
nied that it was responsible for 
introduction of the bill. 

NEA representatives clung to 
the hope that Rep. Harold Knut- 
son, Republican of Minnesota, 
would be able to recover the 
Bankhead-Cannon bills, currently 
pigeonholed in the ways and 
means committee. Rep. Knutson, 
who was ill at the time that the 
committee buried the bill by an 
11-10 vote, was reported to be en- 
countering some difficulties in his 
efforts to revive the measure. 


May Reach Floor 


Failure of the ways and means 
committee to reconsider the Bank- 
head bill would probably result 
within a few days in the introduc- 
tion of a petition to dismiss the 
committee and bring the bill to 
the floor. If such a petition ap- 
pears, NEA representatives ex- 
press confidence that the necessary 
218 signatures will be promptly 
obtained. 

The new bill to supply revenues 
to small papers by changing the 
tax laws was introduced Tuesday 
by Rep. Henry C. Dworshak, Idaho 
Republican, and former president 
of the Idaho Editorial Association. 


(Continued on Page 55) 


The anthracite industry talks to itself— 

in public — with this large-space news- 

paper message in Pennsylvania coal pro- 

ducing towns. It calls for greater produc- 

tion throughout the region to offset a 
serious shortage. 


| plus 


Here’s Small Town 
That Has Postwar 


Job Plan Ready 


Albert Lea, Minn., Jan. 20.— 
Sixteen busimess.men of this, in- 
dustrial and farming community 
of 13,000, following an exhaustive 
survey of employment, market, 
farm income, financial and public 
works conditions, have filed arti- 
cles of incorporation for Jobs, Inc., 
with the purpose of providing em- 
ployment for an estimated 593 
men who will be unable to find 
work after the war. 

The unusual company proposes 
to create opportunities for work 
by providing capital, or “risk 
money,” to any person in the town 
who has an idea for a practical 
small industrial project for the 
community—providing that person 
cannot secure the necessary capi- 
tal through ordinary channels. To 
this end, Jobs, Inc., intends to sell 
1,000 shares of common stock at 
$100 per share. According to C. E. 
Myers, manager of the Interstate 
Power Company here, operations 


(Continued on Page 56) 


Last Minute News Flashes 


Trammell Outlines NBC’s FM Postwar Policy 

New York, Jan. 21.—Niles Trammell, NBC president, outlining the 
network’s policy on FM in a letter and statement Monday to all NBC 
affiliates, will say that NBC after the war will begin by offering adver- 
tisers combined FM and standard band coverage at no extra cost. The 
single rate will continue until the total audience of FM and standard 
band programs has increased to a point where a rate adjustment is 


necessary. 


AFA Annual Meeting Set for Chicago, June 4-7 

New York, Jan. 21.— The Advertising Federation of America will 
hold its 40th annual meeting and second war advertising conference 
and exhibit at Hotel Sherman, Chicago, June 4 to 7, President Joe M. 


Dawson announced today. 


BBDO Gets Busy on ‘Proposed Plans’ for De Soto 
New York, Jan. 21.—Although a contract has not yet been signed, 

Batten, Barton, Durstine & Osborn is working with the DeSoto di- 

vision of Chrysler Corporation on “proposed advertising plans.” BBDO 


was asked three weeks ago to submit a presentation. 


The account 


was formerly handled by Ruthrauff & Ryan. 


Royal & de Guzman, New Agency, Starts Feb. 1 
New York, Jan. 21.—A new advertising agency, Royal & de Guzman, 


will open offices at 452 Fifth Ave., Feb. 1. 


Principals will be Paul de 


Guzman, now with J. M. Hickerson, Inc., and Edward F. Royal, public 


relations division, Pan American Airways. 


A third partner will be 


Miss Catherine A. Noone, publicity department, American Airlines. 


__.|Early Action Seen 
‘on Control of 
=: Surplus Property 


Patman Urges RFC 
Special Board to 
Market Goods 


Washington, D. C., Jan. 19.— 


a Early action from the White House 


or Congress on the control of sur- 
government property was 
indicated this week, after Rep. 
Wright Patman of Texas charged 
that failure to meet the problem 
would result in the greatest finan- 


* _|cial and business depression in the 
| nation’s history. 


Noting that appropriations for 
this war were already 15 times as 
great as the amount spent for the 
first world war, when surplus 
property totaled $7,000,000,000, 
Rep. Patman told the House bank- 
ing and currency committee that 
it may require 10 to 15 years “to 
effect an orderly job of liquida- 
tion” after the war. 

The committee was holding 
hearings on Rep. Patman’s own 
bill to centralize control*over sur- 
plus property in a special board 
within the RFC, this board to mar- 
ket commodities through estab- 
lished trade channels, with the 
advice of business men and trade 
associations. 

The Patman bill was supported 
by Rep. Charles Halleck, influen- 
tial Republican member of the 
House, and chairman of the Re- 
publican Congressional committee. 
Halleck appeared before the com- 
mittee yesterday to urge a favor- 
able report on the measure. 


Consider New Board 


Elsewhere in the House, the 
building and grounds committee 
completed hearings on a bill by 
Rep. Manasco to set up a surplus 
land and war plants board, com- 
posed of the Secretaries of War, 
Navy and Commerce, administra- 
tor of the Federal Works Agency 
and two members to represent real 
estate, two for manufacturing and 
two for the general public. 

This board would prescribe the 
regulations for the sale of surplus 
property to the corporations from 
which it was acquired; to tax sup- 
ported organizations; in the do- 
mestic market, or to foreign agen- 
cies or the foreign market. The 
regulations would be designed “to 
protect the national economy, pre- 
vent unscrupulous persons or or- 
ganizations from acquiring such 
property,” foster new industries, 
protect private enterprise from 
unfair competition, and protect 
the taxpayers’ interest. 

In the Senate, the postwar plan- 
ning committee headed by Senator 
George was to meet Friday to con- 
sider the tentative draft of a 
report to accompany an omnibus 
demobilization bill covering sur- 
plus property, contract termina- 
tion and other matters. While the 
provisions of this bill were not 
revealed, it is understood the 
George committee and the Murray 
small business committee of the 
Senate which has cooperated with 
it, have been closely allied with 
the studies of Bernard M. Baruch 
for the Office of War Mobilization. 

While all this Congressional 
activity was apparently speeding 
consideration of some legislation 
to centralize control of the dis- 
posal of surplus property, word 
was expected from the White 
House at any moment on the 
Baruch proposals for meeting the 
problem. _Mr. Baruch is reported 
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to favor the use of existing agen- 
cies. 

The only public knowledge of 
the President’s attitude on the 
problem was a passage in his 
budget message last week, calling 
for the creation “of machinery for 
the permanent management of 
government property.” Mr. Roose- 
velt said that the “disposition of 
war surpluses should be closely 
coordinated with the permanent 
management of government prop- 
erty.” 

In the budget message, the 
President gave a green signal for 
consideration of the problems of 
contract* termination, and other 
phases of demobilization. He called 
contract termination “a problem 
of great magnitude,” explaining 
that volume of such terminations 
and the amount of related claims 
will be “very large.” Among the 
claims, Mr. Roosevelt included raw 
materials, goods in process “and 
other expense incurred on the as- 
sumption that contracts will be 
completed.” 

Mr. Roosevelt said the value of 
government property that will be- 
come surplus after the war “is as 
uncertain as the vicissitudes of 
war,” but he pointed out that the 


government has $15,000,000,000 in 
new industrial plants and equip- 
ment and $13,000,000,000 in non- 
industrial construction and land. 


Warns Against Confusion 


In his appearance before the 
banking and currency committee, 
Rep. Patman warned against a 
repetition of the confusion in the 
sale of property that followed 
World War I, when various gov- 
ernment agencies sold in competi- 
tion with each other, with markets 
glutted and minor officials acting 
without consultation or the advice 
of business men. 

Asserting that the staff of his 
small business committee found 
that the same unsatisfactory meth- 
ods were used today, Mr. Patman 
turned attention to the Treasury 
procurement division, which has 
handled $100,000,000 worth of sur- 
plus property under a presidential 
order of August, 1942. 

He declared that this agency “is 
apparently doing a very bad job.” 
During the month of December, he 
said, for example, thousands of 
items of chinaware declared sur- 
plus by the Army, although new 
and in the original packing boxes, 
were sold to firms “bearing such 


illuminating titles as Marine Junk 
Company, Army Salvage Com- 
pany,” etc., at 8 cents per item at 
the very time the Navy was buy- 
ing chinaware at 18 cents per item. 
The agency “offers for sale from 
time to time to those who have 
been fortunate enough to learn of 
the existence of the item” such 
things as copper wire and other 
controlled materials, he said. Dan 
W. Eastwood, chief investigator for 
the small business committee, tes- 
tified that circularizing methods of 
the Treasury procurement offices 
were slow and that he generally 
received notices of sales long after 
they had been held. Although the 
sales are by sealed bid, the officer 
in charge is free to reject all bids 
and negotiate a more favorable 
price, he told the committee. 


Joins Welfare Finance 


J. Howard Geerin, formerly 
an account executive of Walter 
Haehnle Advertising Agency, Cin- 
cinnati, has been named director 
of advertising for the Welfare 
Finance Corporation, Cincinnati. 
Use of some 50 newspapers in the 
Midwest, plus radio and direct 
mail, is planned for 1944. 


War has emphasized the importance of the Metal 


Engineer in ferrous and non-ferrous foundries. 


Improved casting methods, better control of the vital melting 
and alloying operations and increased use of heat treatment 


to attain desired physical properties — all of these and other 
advances have had the backing of the Metal Engineer. 


This man knows metals — knows how they should be com- 
posed, melted, processed and cleaned. He is the brain- 
power of every big tonnage foundry today. 


UP IN FRONT... 


Metal Progress delivers 18,000 Metal Engineers throughout 
industry and thousands of these men supervise and control 
al vital foundry operations. Schedule your next foundry adver- 
tising in Metal Progress and talk to the intelligence section 
of this important field. 


“METAL PROGRESS 


PUBLISHED BY AMERICAN SOCIETY FOR METALS 
/7301 EUCLID AVE. CLEVELAND 3, OHIO 


LOOK OVER WAR LOAN POSTER 


Advertising Age, January 24, 1944] 


S. DeWitt Clough (left), president and general manager, Abbott Laboratories, 

Chicago, and Charles S. Downs, advertising manager, discuss the 4th War Loan 

poster designed originally by Bernard Perlin as a cover for the company's medi- 

cal house publication. This is the third Abbott painting used as an official 
Treasury war loan poster. 


Business Warned 
Against ‘Back to 


Normalcy’ Feeling 


New York, Jan. 19.—Saying that 
wartime achievements have re- 
stored the confidence of American 
industrialists, Col. Willard T. Che- 
valier, vice-president, McGraw- 
Hill Publishing Company, at a 
meeting of the Export Advertising 
Association here this week warned 
against a “back to normalcy” atti- 
tude similar to the one which fol- 
lowed almost immediately after 
the last war. 

The actions of business men 
during the first five years after 
this war, he said, “will be the pay- 
off,” and a debate on “idealogies” 
will not be in order. Mr. Che- 
valier asserted that three issues 
would be of major importance if 
the system of individual oppor- 
tunity is to succeed against col- 
lectivism. These issues are: 

(1) Success in creating a high 
level of employment to provide 
security for the mass of people 
and to allow those of greater abil- 
ity to “get ahead.” 

(2) Maintenance of a high level 
of production. “The only way to 
raise the standard of living is to 
produce more goods that people 
need or want,’ he said. “The 
number of people on payrolls is 
unimportant unless the people 
earn their money by producing.” 

(3) Production must be more 
efficient. A higher rate of produc- 
tion per unit of human effort, he 
said, will enable the people “to 
put value under the national debt.” 


Loveton Joins Geyer, 
Dissolves Own Agency 


John W. Loveton, who formed 
his own agency in New York last 
July (AA, July 5, ’43), has given 
up his venture to join Geyer, Cor- 
nell & Newell, New York, as a ra- 
dio executive. 

Before opening his own office, 
Mr. Loveton was with Foote, Cone 
& Belding where he worked on the 
RCA, Cities Service and American 
Tobacco accounts, being in direct 
charge of all Lucky Strike radio 
for the latter company. For five 
years he served with Ruthrauff & 
Ryan, where he worked on such 
accounts as Spry, Ironized Yeast, 
Florida Citrus and Dodge Motor, 
and before that was with Benton 
& Bowles. 


Three Join NL&B 


Thomas Wess, formerly with 
Cuneo Press, Chicago, has joined 
Needham, Louis & Brorby, Chi- 
cago, as art director. Lewis W. 
Slye, formerly with Butler Broth- 
ers and Montgomery Ward & Co., 
has joined the agency’s copy de- 
partment, and Carl J. Briese, for- 
merly assistant art director of 
Western Advertising Agency, has 
joined the art staff. 


Runyan Heads Mart 


Frank K. Runyan, vice-presi- 
dent of the Western Merchandise 
Mart, San Francisco, has been 
elected president, succeeding the 
late Harry J. Moore. A. Cameron 
Ball, formerly business manager 
of the Mart, has been named to 
the post vacated by Mr. Runyan. 


N. Y. Publishers 
Elect Archibald 


Albany, N. Y., Jan. 19.—Fred I, 
Archibald, publisher, Albany 
Times-Union, was elected presi- 
dent of the New York State Pub- 
lishers Association here today, 
succeeding Wallace Odell, Macy- 
Westchester Group. More than 
100 publishers attended the two- 


Your 9. 


ing, mass 
day meeting at which newsprint, @ following 
labor and advertising rationing reader a 


were discussed in closed sessions. 

The New York Associated 
Dailies elected W. Allen Underhill, 
Corning Evening Leader, presi- 
dent. 

As guests of the General Elec- 
tric Company, the publishers vis- 
ited the experimental studios in 
Schenectady. GE’s advertising de- 
partment suggested that newspa- 
pers start thinking in terms of 
newspaper-owned sports arenas 
from which television broadcasts 
can be made. “Look for good sites 
on the outside of cities,” advised 
Dr. E. F. W. Alexanderson, GE 
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scientist, who was host to the 
group. 
— PUI 
Chambers Elected YM 
George Chambers, _ business ® 


manager, Tucson Star, has been 
elected president of the Arizona 
Newspaper Association, succeeding 
Charles A. Mitten, publisher, 
Mesa Journal - Tribune. William 
Ryan, publisher, Glendale News, 
was named first vice-president and 
chairman of the association’s 
weekly section. 
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Railway Account to Reid 


_ Ha Reid Jr., Inc., transporta- 

tion advertising, Indianapolis, will 
handle the Gary, Ind., Railways 
account effective Feb. 1. Blaine 
Faber, formerly with the New 
York Motor Coach Advertising 
Company, has been elected a vice- 
president and director of Harry 
Reid Jr., Inc. 


In 
Greenwich, Conn. 
They Oversubscribed the 


3rd War Loan 


232% 


Quota—$4,085,000.00 
Sales—$9,804,725.55 | 


Greenwich, Connecticut 
The Home of 


GREENWICH TIME 


AN A.B. C. NEWSPAPER 
Often called “The Best Suburbarc 
Daily Newspaper in America.” 
Nationally Represented by 


SMALL, BREWER & KENT, INC. 
New York, Boston, Chicago. 
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Metal Progress for the news of de- 
velopments in their industry. This is tho: 
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Your 9.25 billion dollar mass feed- 


ing, mass housing market is made up of the 
following institutions which constitute the 
reader audience of INSTITUTIONS Maga- 


zine: 


e HOTELS 


HOSPITALS 
SCHOOLS "4 
» RESTAURANTS 
| INDUSTRIAL CAFETERIAS 
» COLLEGES 
PUBLIC. INSTITUTIONS 
YMCA’s and YWCA’s 
RAILWAY SYSTEMS 
STEAMSHIP LINES 
PUBLIC. BUILDINGS 
OTHER INSTITUTIONS 


and . . . for the duration of the war—in 

addition to its regular circulation, INSTITU- 
l TIONS Magazine is being sent to buyers 
‘ and specifiers of mass housing and mass 
feeding products for those directly engaged 
in the war effort. 


| 
| Rooseve}; Urges | 
In-Plant Feeding | 


= VOL 4, anu 


—— 


JANUARY 


Nelson Repo 


NEW SURVEY SHOWS 
POST-WAR MARKET 

Washington Orders 

Program for 
In-Plant Feeding 


THe in-plant feeding 
segment of the institutional market 
is in the spotlight. An Executive 
Message to promote industrial pro- 
duction for war has cited the increas- 
ing need for adequate mass feeding 
provisions in industrial cafeterias. 
The Chairman of the War Produc- 
tion Board has listed five orders 
which have been issued to assure 
availability of equipment, food and 
manpower for in-plant feeding facil- 
ities. 


Here again the outstanding im- 
portance of mass feeding has been 
demonstrated and is recognized 
officially. 


A special survey has just been 
concluded by INSTITUTIONS Mag- 
azine for the purpose of revaluating 
the industrial cafeteria segment of 
the institutional field. The informa- 
tion developed has been prepared in 
pamphlet form as indicated by the 
front cover illustrated above. 


The following are representative of 
the many searching and market- 


revealing questions asked in INSTI- 
TUTIONS Magazine's survey: 
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CONSULT YOUR ADVERTISING AGENCY 
or write INSTITUTIONS Magazine for your copy 


of the pamphlet illustrated above. 


How extensive are existing in-plant 
feeding facilities? 


To what degree are industrial 
cafeterias searching for new prod- 
ucts? 


How expensive are the meals 
served an what grade of equip- 
ment constitutes the industrial cafe- 
teria market? 


Do company-owned cafeterias 
operate at a profit and what is the 
greatest benefit in favor of indus- 
trial cafeterias listed by companies 


tons 


Program INCREASED 


OF Foop 
APPEARS 


which maintain them for their em- 
ployees? 


The in-plant feeding market with 
the new impetus just recently given 
to it by Governmental action offers 
manufacturers of equipment, food 
products and supplies a further po- 
tential of three-quarter Billion Dollars. 


This is in addition to the 8.5 Billion 
Dollar market established by INSTI- 
TUTIONS Magazine in an earlier 
survey, thus making a grand total of 
9.25 Billion Dollars for the institu- 
tional field. 


INstiTuTIONS Magazine 
is the only single publication which 
reaches all related elements of this 
9.25 Billion Dollar, big-consumer, 
mass-feeding and mass-housing mar- 
ket comprising the institutional field. 
INSTITUTIONS Magazine is the only 
publication which has assumed lead- 
ership in serving the increasingly im- 
portant in-plant feeding segment of 
the institutional field. For your copy 
of the market survey illustrated 
above, or for full details on INSTITU- 
TIONS Magazine, consult your ad- 
vertising agency or write to 1900 
Prairie Avenue, Chicago 16, Illinois. 
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ASCAP Uses Paid 
Space to Plug 
Music in Industry 


New York, Jan. 20.—The Amer- 
ican Society of Composers, Au- 
thors and Publishers, better known 
in the music business as ASCAP, 
this week used paid newspaper 
advertising to express the society’s 
interest ‘in the development of 
music in industry, at the same 
time emphasizing its relationship 
to this new commercial outlet for 
its members’ copyrighted works. 

The campaign, which will ex- 
tend through a period of 11 weeks, 
broke Jan. 15 in 41 dailies in 33 
key cities across the country, 
mostly industrial centers. Single 
column 140-line space in all ads 
carries the caption “Music in In- 
dustry,” with copy designed to 
acquaint industry with the bene- 
ficial effects on employes’ morale 
when music is furnished during 


working hours, tending to make 
workers’ jobs less monotonous and 
actually easier to accomplish. 
The ad points out that ASCAP 
has made a thorough study of the 
application of music to industry 
both in this country and in Great 
Britain, and offers industrialists 
interested in the subject the re- 
sults of its study without cost. 


Wartime Licenses Offered 


A footnote points out that for 
the duration licenses for use of 
industrial music are available at 
the nominal fee of $1, adding that 
rates after the war will be con- 
sistent with the general rate sched- 
ules for commensurate uses. A 
musical note runs through the 
length of the ad, with the ASCAP 
initials inscribed in the body of 
the note. 

In commenting on the campaign, 
John G. Paine, general manager 
of ASCAP, said: “The creative 
men and women of America and 
their publishers feel that in indus- 
trial use of their music they have 
found a new and expanded field 
of endeavor. The management of 
the society at the same time feels 
that it must apprise industry of 
ASCAP’s role in this new musical 


field. While maintaining our rights 
in the matter, we intend to offer 
the fullest cooperation possible and 
we look forward to the results of 
this advertising campaign with the 
greatest interest.” 

ASCAP is a voluntary associa- 
tion of creative men and women 
and their publishers who own the 
copyrights on a tremendous reser- 
voir of music. 

Anderson, Davis & Platte, New 
York, is handling the campaign. 


Sexton Heads 
Convention Bureau 


Sherman J. Sexton, president of 
John Sexton & Co., one of the 
leading institutional advertisers of 
the country, has been elected 
president of the Chicago Conven- 
tion Bureau. 

The bureau is operated in coop- 
eration with the Chicago Associa- 
tion of Commerce, and is responsi- 
ble for handling the large number 
of conventions held in Chicago, in- 
cluding in 1944 both the Republi- 
can and Democratic national 
events. This is the first time the 
bureau has not been headed by a 
hotel executive. 


Birds Eye-Snider 
Elects Officers 


Frosted Foods 
Sales Corpora- 
tion, General 
Foods Corpora- 
tion subsidiary, 
whose name 
was recently 
changed to 
Birds Eye-Sni- 
der, Inc., has 
elected the fol- 
lowing new offi- 
cers: Burt C. 
Olney, presi- 
dent; George L. 


Mentley, vice-president in charge|™ins now on the market, accord 
of sales; George O. Bailey, vice-|ing to Frank A. Grady, president 
president in charge of production; Company, agen. 
Donald E. Barr, vice-president in no 
charge of marketing and advertis- claims are made for the 
ing; John S. Prescott, secretary; 
appears in The American Weekly 
include the day News, and This Week Maga- 


vice - president; 


Foods officers: 


calf, executive 
Udell C. Young, vice-president in 
charge of manufacturing and engi- 
neering; John S. Prescott, 
president and secretary; and Ed- 
win T. Gibson, vice-president. 


Burt C. Olney 


vice- 
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Avals Enjoy 


Healthy Volume 
Through Mails 


New York, Jan. 20. —Although 
advertised on an expedient basi 
with no definite space allox ‘ation, 
Avals, vitamin-mineral supple. 
ment introduced four months ago 
by Vitamin-Quota, Long Islan 
City, mail order distributor of 3 ) 
vitamin products, have enjoyed apy 
unusually healthy sales volume. 

The difference between Ava 
and numerous other multi-vitg 


former product. 
Avals copy, when it does run, 


Chicago Tribune, New York Sun-§ 


zine. Strictly a mail order prop- 
osition, Avals are sold from Vita- 
min-Quota’s main depot. Consum- 
ers are asked to mail postcards 
requesting shipment. 

Two copy slants have been em- 
ployed by the company. One is 


YOU DON’T HAVE TO TAKE A CHANCE 


"7 actual units of the product; sec- 


MACHEN RIE 


TO GET OVERSEAS COVERAGE 


When it's a matter of overseas coverage, put away 
your crystal, tea-leaves, cards and other sooth-saying 
means of divination. The dice are loaded for a sure- 
fire “lucky-seven" when you choose *BPIC Specialized 
Export Publications to get your product around in the 
best places for sales. The sound reputation of these 
five outstanding publications . . . the fact that the 
contents of each is tailored to interest the particular 
field it reaches . . . not cluttered up with extraneous 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


matter ... enables each of the five to enjoy a paid 
readership that sells, the confidence that builds good- 


Great new markets—ready to welcome KNOWN 
U. S. products—can be yours if your trade-name is 
If you want to reach the 
drug, automotive, construction, engineering or indus- 
trial fields, there's a *BPIC Publication made to order 


firmly established NOW. 


for that purpose. 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


ge monthly in Span- 
circulates to the Latin 
American industrial and en- 
governmental and 


Li readers. 


— monthly in 
fch. circulates to the Lati 
construction and 
engineering, governmen 
ing paid subscriber 


importing paid sub ort 
r readers. 


monthly in 


d subscription 
he automotive trade oak 


rica, Europe and Oceania 


fish and circulating on Ish and _ circulati on 

d subscription 
he automotive trade an 
id in —~ transport field in La 
America. 


monthly in Span- 


published monthly in Span- 
ish and circulating on a 
paid subscription basis to 
tin the drug trade and health 
field in Latin America. 


strictly merchandise copy, listing 


ond technique involves a guide- 
book give-away, which “ends all 
the mystery and confusion and 
answers hundreds of questions.” 

Probably the most significant 
thing about Avals copy is its re- 
markable similarity to the power- 
ful campaign backing Standard 
Brands’ vitamin-mineral tablet, 
Stams. In the early stage of 
Stams advertising, copy said: 
“Now! This amazing new eight- 
vitamin, nine-mineral tablet takes 
the place of all less potent prep- 
arations. Stams meet all minimum 
U. S. government requirements 
for five vitamins. Stams give you 
three additional B Complex vita- 
mins, plus nine minerals. Com- 
pare "Stams with four other popu- 
lar brands.” 

Avals copy says: “Eight vita- 
mins, nine minerals in a new sup- 
plement. Unequaled for poten- 
cies, and at an amazingly low 
price. Contains B Complex, sur- 
passes all U. S. government estab- 
lished requirements for vitamins. 
Compare the contents of Avals 
and note the unusually attractive 
price.” 


Returns to Hudson 


A. C. Germann has returned to 
his former post of export sales 
manager of Hudson Motor Car 
Company, Detroit. N. C. Cunning- 
ham, formerly regional manager, 
and William A. Baker, formerly 
used car manager, have returned 
to the sales department as special 
sales representatives, after serving 
in other special assignments. 


Watt Succeeds Hess 


_ W. H. Watt, assistant advertis- 
ing manager of the News, Upper 
Darby, Pa., has been named ad- 
vertising manager. He succeeds 
Clarence E. Hess, who has been 
named advertising manager of the 
Courier, Tamaqua, Pa. 


YOU CAN'T 
COVER MICHIGAN 
WITHOUT... 


The only city in 
Michigan other than 
Detroit located 2 
two trunkline 
roads. Population 
67,959; 24,635 indus 
trial wage earners; 
average earnings 
$50.72 per week. 
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& broad, rich valleys, the Sacramento and San Joaquin— 
home of more than 1,300,000 people—are spread through 
the heart of Northern California and form its great Cen- 


tral Valleys Market. 


In 1942, the people of that market had a buying power 
totaling more than one and one-half billion dollars. To an 
overwhelming degree it found vent through the stores of 
their own communities, influenced by advertising in their 
own newspapers. This fact, quite as definitely as the moun- 
tains that encircle them, sets them apart as a separate mar- 
ket. Their economic interests, their whole community life 


is distinctly their own. 


Within California's Central Valleys Market 
are three well-defined trading areas, centering 
yin Sacramento, Fresno and Modesto. They em- 
brace nearly a million people, with a buying 
power of nearly a billion dollars. And they 
are linked for the advertiser by three news- 


papers of common ownership and unique 


CALIFORNIA’S 


CENTRAL VALLEYS MARKET 
and THE THREE BEES 


/~ 
FRESNO 


MARKET PEAKS 


character and effectiveness ... The Sacramento 
Bee, The Fresno Bee, The Modesto Bee... 
the Three McClatchy Bees. 

* Each provides a one-newspaper coverage of 
its market that no coastal newspaper or group 
of coastal or other newspapers can replace or 
even approach within any of these areas. 


THE SACRAMENTO BEE @ THE FRESNO BEE @ THE MODESTO BEE 


The full story of this great inland market, 
with its three peaks, and its three outstanding 
newspapers, is told in a booklet, “California's 
Central Valleys Market and The Three Bees,” 
now in course of preparation. Write for a 
copy. It will be sent you as soon as the book- 
let is off the press. 


PUBLISHERS OF 


Represented Nationally by 


NEWSPAPERS 
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Revamping of FCC 
Now Less Likely 
With the appointment of E. K. 


’ Jett to a commissionship, and the 


retreat of Chairman James Law- 
rence Fly on newspaper owner- 
ship, the FCC’s chances of escap- 
ing a legislative overhauling are 
greatly improved. 

Although there never has been 
strong Congressional sentiment to 
take up the complicated problems 
involved in the relationships of the 
FCC and the broadcasting indus- 
try, the proposal to forbid news- 
paper ownership of stations had 
stimulated interest in a study of 
the Commission’s operations. 

Chairman Fly’s politically astute 
retreat on the issue has now ex- 
tinguished much of the fire that 
was in the movement to clip the 
Commission’s powers, although a 


By STANLEY E. COHEN, Washington Editor 


radio bill limiting the Commis- 
sion’s life and death powers over 
licensees, and writing the network 
monopoly and newspaper owner- 
ship statement into law, may be 
reported next month. 

The Jett appointment, certain of 
approval despite mild protests 
from certain Republicans who had 
sensed an opportunity to revolt 
against the leadership of Senator 
Wallace White, acting minority 
leader in place of the ailing Sena- 
tor McNary, is certain of approval, 
and it is doubtful if anyone will 
appear to challenge the nomina- 
tion when it comes to a hearing. 
The sole complaint so far is that 
Jett is not a bona fide Republican. 

Much of the credit for saving 
the FCC should go to the states- 
manship of Senator White and 
Senator Burton K. Wheeler of 
Montana, who successfully kept 


the recent interstate commerce 
committee hearings above the 
hysteria that has surrounded the 
FCC investigation in the house. 

Both senators are deeply inter- 
ested in the radio legislation, 
having devoted their Christmas 
holidays to conferences on their 
bill. Still unable to agree on the 
exact provisions, they nevertheless 
are determined that the FCC shall 
continue to be more than a traffic 
cop for the airways. 

Over in the House, meanwhile, 
the select committee which spent 
$60,000 under Rep. Cox to pile up 
an inconclusive 1,769-page record, 
is well into a supplemental $50,000 
appropriated since the committee 
was turned over to Rep. Lea. Still 
hampered by the discredited tac- 
tics of Eugene Garey, who refuses 
to resign as general counsel, the 
committee is studying the mystify- 
ing quarrels between Chairman 
Fly and several high Navy com- 
munications officers. 

Within a few days both the Sen- 
ate and House committees will 
receive summaries of the hearings 
the FCC held more than two years 
ago on newspaper ownership. 
These studies, showing a progres- 
sive deterioration in competition 


Smoking is, in itself, a habit. 
But so is every little move which you make while doing it. 


The people of Southern New England have devel- 
oped a habit which we like to talk about... the 


habit of depending upon WTIC for the best in 


radio. 


Audience studies indicate that WTIC enjoys a 
greater number of listeners than any other station 
in Southern New England. And the people who 
listen so regularly to WTIC possess a buying in- 


come that is 50% higher than the average for 
the entire United States. 


WTIC reaches the people who are in a position 


to spend money for your product. That’s why |: 
we suggest that you let WTIC carry your sales | 
message to Southern New England. The results | 


are bound to satisfy you. 


IN SOUTHERN NEW ENGLAND 
PEOPLE ARE IN THE #aGél OF LISTENING TO WTIC 


— DIRECT ROUTE TO AMERICA’S NO. 


in the newspaper field, were the 
basis for the contention of the 
commissioners that the FCC must 
take special steps to guard against 
a concentration of control of the 
media of mass communications. 
The Commission learned, for in- 
stance, that in the decade between 
1930-40, the number of cities with 
daily newspapers increased from 
1,402 to 1,426, but the number of 
cities with competing dailies 
dropped from 288 to 181. 


When WPB Vice - Chairman 
Charles E. Wilson made his now 
famous “right wing revolution” 
speech to the NAM in New York 
last month, the conclusion of the 
Washington cocktail crowd was 
that Mr. Wilson was building a 
record for himself in case an in- 
dustrialist was needed for the 
vice-presidency on the Roosevelt 
ticket, a theory which seemed to 
be borne out when the President 
quoted him in his recent “state of 
the nation” address. 

The action of Donald Nelson in 
echoing the Wilson sentiment is 
more difficult to fathom, for by 
this theory, Mr. Nelson would be 
merely saying “me, too,” an action 
which he would hardly take. 

One theory receiving some at- 
tention, particularly in view of the 
fight over the renegotiation act, is 
that an effort is being made to 
swing the pendulum of public sen- 
timent back toward normal, away 
from the recent bitter feeling 
toward labor, which for the most 
part has played a creditable role 
in the war. 

Note — the War Department 
turned up its ace last week with a 
well-timed report on the $7,000,- 
000 profits made by Jack & Heintz, 
Inc., Cleveland, on the basis of a 
$354,000 capital investment. Play- 
ing a good story for all that it was 
worth, the War Department dug 
deep into its files to send copies 
of the release to persons on long 
dormant mailing lists. 


* 


Here’s the official story on the 
Jeep. The Quartermaster Gen- 
eral’s office said this week that 
“credit for the origin of the Jeep 
design may not be claimed by any 
single industry or manufacturer.” 

Long the subject of claim and 
counter-claim in advertising, the 
Jeep, according to the War De- 
partment, was designed in 1938, 
and three experimental cars were 
made by the American Bantam 
Car Company, Butler, Pa., on 
orders from the Quartermaster 
General. While the original three 
cars differed considerably from the 
design finally adopted, 70 Jeeps, 
with four wheel drives, were built 
by Bantam under an experimental 
contract in 1940. 

After these 70 cars had been 
tested at quartermaster engineer 
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for 1,500 cars each were let in 194) 
to Bantam, Willys and Ford. 

(For a different version, sce th, 
Minneapolis-Moline story on Page 
27 of this issue.) 

* ak 

The Treasury estimates that only 
a thirty-third of a cent of each 
dollar of war bond sales is spen 
in sales promotion, including the 
cost of printed matter num bering 
nearly 140,000,000 pieces, for the 
4th War Loan drive. In addition 
the government has had the bene. 
fit of an estimated $220,000,000 ip 
measurable advertising since May 
1, 1941. 

Printed matter for the 4th War 
Loan drive includes 4,000,000 sales 
manuals; 60,000,000 descriptive 
folders; 40,000 campaign books; 
3,151,000 “Let ’em Have It’ post. 
ers; 500,000 window streamers: 
250,000 payroll savings posters: 
60,000,000 window stickers; 50 
mounted 24-sheet posters; 16,000 
pamphlets summarizing the 3rd 
War Loan; 450,000 booklets de. 
scribing issues in the 4th War 
Loan; 250,000 circulars about F 
and G bonds; 20,000 24-sheet 
posters; 50,000 corner cards for 
24-sheet posters; 60,000 daily and 
weekly newspaper portfolios and 
1,000,000 “Schools-at-War” bulle- 
tins. 

* * 

The War Food Administration 
has had to defer the effective date 
of the order requiring the use of 
enriched flour in commercially 
baked products until May 1, be- 
cause niacin, one of the vitamins 
used in the program, will not be 
available until that time. 


Contents of the Baruch-Hancock 
provisions on contract termination 
were such a closely guarded secret 
before they were released last 
week, that even the usually well 
informed representatives of the 
NAM and other influential busi- 
ness groups were in the dark on 
the precise provisions. The absence 
of Congressional reaction was con- 
sidered mute testimony to the 
workmanship of Mr. Baruch and 
Mr. Hancock, for they apparently 
have completely skirted Congress 
in arranging contract settlements. 


Airs Pacific Cage Games 


Tide Water Associated Oil Com- 
pany, San Francisco, has launched 
its 19th season on the air with 
broadcasts of 1944 Pacific Coast 
Conference and independent school 
basketball games over an area ex- 
tending from Spokane to San 
Diego. Approximately 60 games 
are slated for broadcasting during 
the season. 


Gets Dina-Mite Food 
Davis & Beaven, Los Angeles, 
has been named to handle the ac- 
count of the Dina-Mite Food Com- 
pany of California. Newspapers 


proving grounds, three contracts 


and radio are used. 


from Kodachromes sent us 


Get it fully okayed to 
changes on the finished 


COLOR CONTROL 


for KODACHROME 


Too often Kodachrome reproduces in harsh, garish 
colors that scarcely look photographic. 


Be certain of a skillfully controlled blending of tones 
. «+ » give your plate-maker a fine Chromart Print as 
copy. For four years we have been making Chromarts 


Our process yields a superb full-color print that re- 
tains, in flat copy, the richness of the film transpar- 
ency! With flat copy, your plate-maker is at his best. 


Retouch or airbrush the Chromart Print as desired. 


maker can do his finest work only when the copy is 
right. Priced from $44. Investigate! 


PHOTOCHROME 
ARTCOPY PRINTS FROM KODACHROME 


by top-notch agencies. 


eliminate quality-robbing 
plates later. Your plate- 
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Owens-Illinois 
Readies ‘Return 
Bottles’ Campaign 


New York, Jan. 18.—With mil- 
lions of bottles of beverages going 
overseas to the fighting forces, the 
necessity for bottle conservation 
at home is more urgent than ever 
before, Owens-Illinois Glass Com- 
pany has decided, and it is prepar- 
ing to launch a nationwide adver- 
tising and publicity campaign 
urging the public to return empty 
deposit bottles to retailers. 

Starting in April a six-month 
campaign will be launched in the 
Macfadden and the Fawcett Wo- 
men’s groups, in Modern Maga- 
zines and in True Story, carrying 
the bottle conservation message to 
the housewives of the country. 

The campaign is being prepared 
by the company’s agency, J. Wal- 
ter Thompson Company. Unlike 
last fall’s successful campaign, 
which was underwritten by a fund 
contributed by the various bottlers 
of the country, the forthcoming 
drive will be paid for by Owens- 
Illinois. Unrationed carbonated 


beverages and beer are an impor- 
tant profit item to retailers, and 
a large volume of tie-in advertis- 
ing from these sources also is ex- 
pected. 

Commenting on the campaign, 
J. P. Levis, president of Owens- 
Illinois, said: “Every deposit bot- 
tle which is kept in action on the 
home front, making quick trips 
from store to home and back 
again, releases another bottle for 
action with our fighters overseas.” 

The campaign has been endorsed 
by the WPB, and the Office of 
Defense Transportation is cooper- 
ating by facilitating the return of 
the empties. 


Hold Study Course 


“A Postgraduate Course for 
Sales Executives” is the title of a 
new course being started Feb. 1 
by the Sales Executives Club of 
New York. Leaders in the sales 
field, including H. W. Hepner, pro- 
fessor of psychology, Syracuse 
University; Philip J. Kelly, vice- 
president in charge of sales, Cal- 
vert Distillers Corporation; Charles 
C. Carr, Aluminum Company of 
America; and Walter D. Teague, 
industrial designer, will speak. 
Cost of the course is $10. 


Newsweek Expands 
Foreign. Services 


Beginning this month, News- 
week has announced it will pub- 
lish special editions in Canada, 
Latin America and Hawaii. News- 
week-Canada will contain a report 
titled “Canadian Week.” 

To South America, Central 
America, Mexico and the West 
Indies, Newsweek - Pan - America- 
by-Air will be flown on a schedule 
planned to make this edition avail- 
able in these countries on or be- 
fore the regular publication date. 
Newsweek-Hawaii will be pro- 
duced under the supervision of its 
offices in Honolulu. This edition 
will be printed by photo - offset 
negative flown each week from 
Newsweek’s printing plant in 
Dayton. Newsweek’s pocket-size 
Battle Baby overseas edition, 
Newsweek-Australia, Newsweek- 
V-Mail, Newsweek-India and 
Newsweek-Iran, and military dis- 
tribution of Newsweek-Hawaii will 
take editions of this publication to 
all fighting fronts where American 
forces are stationed. Charles An- 
derson has been named acting 
advertising manager of News- 
week-International. 
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£1055? 
- 105% 


According to Sales § 
Management's Retail 
Sales and Service Fore- 
cast for February, 
Hartford is New Eng- 
land's SECOND largest 


market. 


has 


COCA COLA, in five consecutive 


years of newspaper advertising, 


Hartford Courant than in any 
other newspaper in the Hartford 
area, according to Media 
Records. 


placed more lines in the 


MORE OUTLETS (all classifications) 
are covered by the Courant, 
whose circulation follows the 
area’s effective buying income, 
(4 in the city, 24 outside). That's 
one reason things advertised in 
the Courant are also SOLD. 
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CAMPAIGN OPENER 


‘Keeping Cupid Up-to-date 71 


Court Backs WJBK 
in Taking Polish 
Sponsor Off Air 


Detroit, Mich., Jan. 20.—The 
Wayne County circuit court this 
week upheld the right of Station 
WJBK, Detroit, to terminate the 
contract of a sponsor whose prog- 
gram, in the opinion of the manage- 
ment, “tended to promote discord 
among the local Polish-speaking 
people, at a period when united 
effort is needed to win the war.” 

Sponsored by the Polish Union- 
ists Radio Hour Association, a 
non-profit corporation, the pro- 
gram, “Ray of Truth,” usually in- 
cluded music and commercials, and 
featured a commentary by State 
Sen. Stanley Nowak of Detroit. 

The station served notice of im- 
mediate cancellation under the 
terms of its contract on Jan. 7. A 
few hours before the scheduled 
broadcast, Sunday, Jan. 9, the 
sponsor obtained a_ restraining 
order pending hearing of its peti- 
tion for an injunction. Station 
WJBK carried the program on 
that and the succeeding Sunday, 
introducing it with an announce- 
ment that it was doing so under 
court order. After arguments on 
the petition, Circuit Judge Joseph 
A. Moynihan dissolved the re- 
training order and denied the in- 
junction. 
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POPULAR PRD 


Opening the United States Envelope 
Co.'s campaign of two-thirds pages 
in The New Yorker is this copy illus- 


trated with a photo of a paper-model 
cupid and Jeep. 


Cowan Joins Textron 


Stafford G. Cowan, for the past 
right years with Dexdale Hosiery 
Mills, has been appointed regional 
sales manager, middle Atlantic 
states, for Textron, Inc., New York. 


Berner in New Post 


George Berner, advertising di- 
rector of the Ziff-Davis Publishing 
Company, Chicago, for the past 
four years, has been named gen- 
eral sales manager of the com- 
pany’s book division, with head- 
quarters at 540 N. Michigan Ave., 
Chicago. 


P. J. Ryan Promoted 


P. J. Ryan has been named vice- 
oresident in charge of the Detroit 
dlant of Reichhold Chemicals, Inc., 
maker of synthetic resins and in- 
lustrial chemicals. 
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‘Sell Your 
Product in 
a SUPER 
MARKET 


North America’s 18,000 motion picture theatres represent @ 
capital investment of $1,880,000,000; seat 10,924,484 people and attract 
85,000,000 “Average Americans” weekly, who spend a billion dollars an- 
nually at the boxoffices. 


Each of these theatres is a veritable “goldfish bowl” for the 
practical exhibition and demonstration of products used in their construc- 
tion, furnishing and operation. The local advertising value of a well- 
made theatre installation, therefore, is immense. 


To thus SELL THROUGH the theatres, it logically becomes 
necessary to SELL TO the theatre trade first. An industry that normally 
spends an average (1929-38) of $46,363,000 annually for new construction 


and $25,000,000 for equipment and supplies is a market worthy of major 
consideration. 


The best and quickest way to cultivate this class market for 
itself and as a direct and convenient access to popular favor of the masses 
is through advertising in 


The 


MAINTENANCE SECTION of BONOFEICE 


Jor incl BOXOFFICE BAROMETER, 
ony annual pu tion reaching practically every theatre 
North America; spotlighting every phase of theatre business 


Write for a free copy of our plan book “SELLING to and thru THE 
MOVIES.” Address The MODERN THEATRE, 332 S. Michigan Ave., Chi- 
cago 4, IIL, or 9 Rockefeller Plaza, New York 20, N. Y. 
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A CONNECTICUT INSTITUTION SINCE 1764 HARTFORD 
RANT 
‘ Nationally Represented by Gilman, Nicoll & Ruthman seein DAI 
DE 


The last twelve months completed an- 


other year of linage leadership for The 


Chicago Daily News... More Total Dis- 


” play advertising than any other Chicago 


newspaper, morning, evening or Sunday* 
.. . Repeated evidence that advertisers 
steadfastly hold to their belief in 


The Chicago Daily News 


as Chicago’s... 


*For fair comparison liquor linage omitted since The Chicago 
Daily News does not accept advertising for alcobolic beverages. 


THE CHICAGO DAILY NEWS 


FOR 68 YEARS CHICAGO’S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
QETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
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THE DESERT FOX IS BACK 
Still Adolf's boy, despite his 
being run out of Africa, is 
Field Marshal Rommel. Can 
we out-general him to crack 
“Fortress Europe”? 


MINIATURE BATTLEFIELDS SAVE LIVES 
This Signal Corps photo shows the amazing detail and realism of the dioramas 
our Army uses‘to familiarize troops with the terrain they are about to enter. 
Into each of them goes a vast amount of data from the war theatre it will depict. 
Miniatures like these will save thousands of our boys’ lives in the all-out in- 
vasion of “Fortress Europe.” 
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THE ROAD TO BERLIN is blocked by the greatest de- 
fense system in war’s bloody history. 


Nazi cunning has constructed an elaborate setup of 
defense-in-depth that takes full advantage of every nat- 
ural barrier. Coastal zones are zig-zagged with gun em- 
placements, beaches buried with land mines. Behind 
these are tank barriers, still more fields flowering mines, 
forests bristling with hidden artillery nests. It’s the work 
of the devil, himself. 


Can American courage and ingenuity crack it? 


Hal Borland, writing in the January issue of POPULAR 
SciENCE Monthly, says very simply, “We know the mag- 
nitude of the job, and we know that it can be done, and 
will be done.” 


In two short years American ingenuity has built up an 
arsenal—and an adeptness at utilizing it—more than a 
match for Axis trickery. 


American Ingenuity at Work 


Precision bombing is the Norden bombsight and Ameri- 
can ingenuity. Accurate, mobile tank fire is the gyro- 
stabilizer and American ingenuity. Liberty ships, Higgins 
landing barges, the self-sealing fuel tank, radar, ete.— 
all are end products of American resourcefulness and 
inventive genius. 


So long as we have a nation of men consumed with a 
burning desire to know “HOW to get things done’... . 
we have a nation that cannot be held back, war or peace. 
This we know, and know well. For more than seventy 
years POPULAR SCIENCE has served a growing army of 


THE NEWS-P/CTURE MAGAZINE OF SCIENCE AND INDUSTRY 


such mechanically-inquisitive men. Today it numbers 
more than 700,000 pacemakers . . . an active audience 
held together by one of the most versatile, vitally alive 
editorial jobs in all magazine publishing history. 


You'll find industry’s presidents here—plant superin- 
tendents, engineers and electric welders, too—all brothers 
under the skin when it comes to a common concern with 
the “HOW” of things. They read this news-picture mag- 
azine of science and industry avariciously—continuous 
editorial surveys show that. 


Spearhead for Post-War Markets 


There is no magazine audience in America today quite 
like these men. They’re your first buyers for themselves, 
they’re your advance sales force with their friends and 
neighbors. They’re your spearhead for post-war markets. 
And you can command them, as a unit, only through the 
busy pages of PopULAR SciENCE Monthly. 
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The Reconversion Problem 


It is easy to understand the rea- 
sons which prompted the War 
Production Board to turn down the 
recommendations of its steel divi- 
sion to eliminate all restrictions on 
the use of steel in the manufac- 
ture of products for civilian use. 
Psychologically, it would create a 
widespread impression that the 
war is won, at the very time when 
the toughest part of the fighting is 
still ahead, and at a time when 
many production areas still have a 
shortage of manpower. A sweep- 
ing relaxation of restrictions on 
the use of steel for civilian prod- 
ucts might well be inadvisable 
from this standpoint. 

Practically speaking, however, 
the WPB realizes that in view of 
the plentiful supply of steel and 
other formerly critical materials, 
and in consideration of the fact 
that in many areas war contracts 
have been completed, canceled or 
cut back, there are available today 
sufficient surplus materials and 
labor to permit the manufacture 
of essential civilian goods without 
in any way interfering with the 
war effort. It is therefore remov- 
ing restrictions on the use of ma- 
terials for many specific products, 
so that even though the entire list 
of 646 items for which the use of 
steel was originally prohibited 
may not be cleared for production 
at any one time, many of them 
will gradually be authorized. 

As a sign of the times and an 
indication of how manufacturers 
view the situation, ADVERTISING 
AcE has quoted some statements 
of Automotive News released two 
weeks ago. The Detroit publica- 


tion spoke hopefully of resump- 
tion of manufacture of motor cars 
within a few months, a prediction 
which we are certain is far too 
optimistic. It seems more likely 
that cars will be among the last 
major items to be approved for 
production during the war period, 
not only because many of the 
manufacturers are still producing 
highly important products for 
military use, but because the com- 
plexities of automotive manufac- 
ture would make it necessary to 
release the facilities of thousands 
of suppliers of parts, such as bear- 
ings, valves, electrical materials, 
etc., all of which are needed to 
maintain maximum plane produc- 
tion and some of which are used 
in the manufacture of all-impor- 
tant radio equipment. 

We again stress the desirability 
of resumption of civilian produc- 
tion as soon as it can be author- 
ized without interfering with the 
nation’s first job, which is to win 
the war and to support the fight- 
ing fronts with all necessary ma- 
terial. But the imperative need to 
keep the civilian economy going 
demands release of manufacturing 
facilities as soon as war strategy 
permits. Not only automobiles 
but many other items of less indi- 
vidual size and importance have 
been used up or worn out to such 
a marked degree that we can 
hardly hope to keep going effi- 
ciently much longer. 

Increasing production for civilian 
use, on these terms, means 
strengthening the war effort and 
combatting inflation, which thrives 
on scarcities of goods set against a 
surplus of buying power. 


The{FCC Changes Its Mind 


We think the Federal Communi- 
cations Commission deserves con- 
gratulations upon the good sense 
displayed in its decision not to 
force the issue of newspaper own- 
ership of radio stations. Its aban- 
donment of an order which had 
been proposed and discussed for 
two and a half years, prohibiting 
the ownership of broadcasting 
facilities by mewspaper proprie- 
tors, demonstrates that the FCC is 
willing to change its mind on 
policy matters of this importance 
when it has been shown that 
“grave legal and policy questions 
are involved,” as it stated in its 
announcement regarding Its deci- 
sion. 

The Commission said that it did 


not feel it should deny a license 
merely because the applicant is 
engaged or interested in a particu- 
lar type of business. As ADVERTIS- 
ING AGE pointed out editorially 
while the question was still at 
issue, the Commission should be 
interested primarily in the service 
which a radio station is able to 
provide, and a record of service 
should be the best possible guar- 
antee of authority to continue to 
exercise the broadcasting fran- 
chises. The present attitude of the 
FCC is that policy matters of such 
grave importance as that involved 
in the newspaper case should be 
left for Congress to decide. This 
is an opinion in which we find 
ourselves in full agreement: 


THE SOFTENED CONSUMER 


—Electrical Merchandising 


"I'll never forgive myself for shutting the door in your face when you were 
selling vacuum cleaners." 


For Prisoners of War 


Grant Stone, advertising direc- 
tor of the Cleveland Press, who is 
also president of the International 
Affiliation of Sales and Advertis- 
ing Clubs, sent us last week a copy 


A Simple, Worthwhile War Project 
Which Any Ad Club Can Handle 
NO EXPENSE—WNO SOLICITING OF FUNDS 


Just 2 little footwork headwork snd seme of that good old ad club 
apirit is all that is needed to put it over 


of the simple mailing piece which 
he has just directed to all of the 
Canadian and U. S. clubs which 
are members of his active federa- 
tion. It seems that the Cleveland 
Ad Club, long a leader in war- 
effort activities, joined up with the 
local YMCA to do a job of collect- 
ing books, musical instruments 
and sports equipment for Ameri- 
can prisoners of war. With what 
Grant describes as “no expense, 
no soliciting of funds—just a little 
footwork, headwork and some of 
that good old adclub spirit,’ the 
Cleveland boys have already done 
much to lighten the days of im- 
prisonment for G. I. Joes who 
have fallen into enemy hands. 

Now all of the clubs in the Af- 
filiation—it seems to us there are 
18 of them — will get behind the 
drive. And if past performance 
of the Affiliation on war-effort 
drives is a criterion, they’ll go to 
town with their promotion. 


Thoughts in Service 


An ex-ADVERTISING AGE editor, 
waiting for the assignment which 
will take him to sea or to an island 
base, gave us last week a quick 
picture of the frame of mind of 
the typical Navy man. 

“This is an interesting place,” 
he writes; “a pool from which men 
are assigned to ships and stations. 
Some things you’d be interested 
in: a peculiar passivity to the war 


among service men. We lack the 


facilities for following the war 
which the civilian has in plenty; 
consequently, we devote ourselves 
to a quick summary of the head- 
lines and detailed analysis of 
Terry and the Pirates. Incidentally, 
I always thought comic magazines 
sold to children. I didn’t know 
that they were primary armed 
service fare. 

“The thing that bothers me 
most, generally speaking, is the 
fearful lack of indoctrination 
among the enlisted men. Part of 
it, maybe, stems from the simple 
factor of age—some of these boys 
were only seven years old when 
Japan pushed into Manchuria. 
They were only nine when the 
Abyssinian campaign began, only 
ten or eleven when the war in 
Spain was under way. 

“But to say that they are untu- 
tored in the roots of the war is a 
compliment. They actually have 
almost no idea of what they’re 
fighting for, and only a hazy idea 
about the background of events 
leading to their being in the Army 
or Navy. I still think it’s tragic 
that a man risks his life in a tin- 
can because his draft board said 
he was 1-A (and I’ve often heard 
that answer to ‘Why do we fight?’), 
and it’s rather pathetic to hear a 
man say he fights ‘because of 
Pearl Harbor.’ 

“I don’t suppose we are able to 
armor men’s souls as we do bat- 
tleships, but I can’t help being 
impressed with what I know of 
the Spanish Loyalists, the Chinese 
Eighth Route Army, or Col. Carl- 
son’s Gung Ho raider battalion. 
Indoctrination pays, I think.” 


Jottings 

Leo Burnett Company regularly 
provides its clients with staff-writ- 
ten reports of important conven- 
tions and meetings affecting their 
fields of business. The annual 
convention of the American Die- 
tetic Association and the annual 
meeting of the Grocery Manufac- 
turers of America are the subjects 
of two of the latest such reports. . . 

As a curtain-raiser to the 4th 
War Loan drive, Chicago’s five 
dailies teamed up to present a 
five-day cartoon carnival, with 
each paper’s comic creators ap- 
pearing successively at Treasury 
Center. They sold a total of $5,- 
613,800 maturity value in war 
bonds. The dailies, Common- 
wealth Edison Company and 
Treasury war finance division 


jointly sponsored the big show... 
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The following documents May 
be secured without charge from 


companies sponsoring them, 9; Chicago 
through ADVERTISING AGE, by tractors 
national advertiser or advertising panel 
agency executive writing on miracle h 
business letterhead. ica in the 
tical Built 
No. 2275. Score Yourself on Thi anion 
Mid-South Dailies Market Quizl}  possibiliti 
The Mid-South Dailies group) changes 
has issued this folder, which bomes- ‘ 
answers three questions by plac 
‘ of standa 
of tabulations covering retail sales, Hugh 1 
business activity—industrial poration, 
dairying—and tabulations showing§ sized in 
how cities covered by these news-§ of overco 
papers compare as to population§ tion to | 
and sales with numerous cities of) new, tect 
the North. must be 
permit sé 
_. Among tl 
No. 2276. The Postwar Residen- alizes ar 
tial Electrical Market. tioning, 1 
This study of probable develop- | daylight 
ments in the residential electrical 
market, issued by Electrical Con-. 
tracting, is based on recent hous-) yequiring 
ing activity statistics. Facts and A hoi 
figures on past construction are desk, ty 
charted. | is seen a 
kitchen 
No. 2226. The United States News| Malownt 
Association, 
In this brochure, the United} cluded, 
States News tells the story of its] conditior 
capital news coverage, describes its} in the $ 
Washington organization, how De. 
functions and the specialized serv- Sees 
ices it publishes. A 10-year circu-_ Incres 
lation record is included in the re-/) 2+ and 
port. ) opinion 
No. 2259. Why Don’t You Speak 
for Yourself, John? i] 
This brochure, issued by the 
New York Times, reproduces 50 BI 
advertisements showing the trend 
toward brightening up prosaic sta- 
tistical reports in interesting, edi- : Cc 
torial-style copy. ‘ 
3 BRi 
No. 2252. The Light Metals. 
Business Week, in this special BU 
report to executives, one of its” 


series, subtitles the study “A war- 
time reconnaissance of their post- 
war position,” and analyzes the 
job, methods, markets, problems 


and organization of the light metal 
industries to evaluate trends now! 
visible in these industries in terms) Byejys 
of their future usefulness in peace-| Nati 
time. | atio! 
Repre 
No. 2260. A Must Market in New| wopw, 
England. | 
Station WTAG, Worcester, Mass.,| whe 
has issued this folder full of in-| bs 
formation about the gains in busi- KMBC 
ness activity in its market, includ- WAVE 
ing figures showing the number of WMBD 
employes, industrial payrolls, ef- xD 
fective buying income and sales in BI 
various classifications. | WH 
No. 2210. Following the Market. KMA | 
Nation’s Business has issued this 
booklet, which contains a record of wean 
the publication’s circulation, 1916- WIS . 
1943, shows how it has been af- won, 
fected by business activity and de- ; 
pression, and describes the current KOB 
attempt to go against the trend of KOMA 
expanding business activity in or- KTUI 
der to meet paper restrictions. tor 
KOIN-5 
No. 2268. At Last —A Complete KROW 
Mail Study. 
Station KMA, Shenandoah, Ia. 
has issued this analysis of the 493,- 
479 pieces of daytime commercial 
mail received from April, 1942, Fo 
through March, 1943. The ques FRI 
tions, supplied by several lea ing 
ad men, and their answers, supply Pione 
a wealth of information on listener 
writing habits, things for which 


people will write, mail seasons, 
and coverage patterns. Graphs and 
coverage maps, with county ™er | 
ket data are included. 
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| desk, typewriter, file cabinet, etc., 
| is seen as part of the well-planned 
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Builders Envisage 
‘Practical Miracle’ 
Postwar Homes 


Chicago, Jan. 20.—Building con- 
tractors 


Tiffey & Son, Washington, D. C. 
Until a low-cost, washed air con- 
ditioning system is developed, his 
firm will continue to use fan op- 
erated winter conditioning in con- 
nection with gas furnaces. 

Larger windows are predicted 
by Bernhard Dahl, Seattle, Wash., 
who expects moderate priced 
homes to have these conveniences: 
metal enameled cabinets, dish- 
washer, garbage disposal system, 


who contributed to aj|range, refrigerator, water heater, 


panel discussion of the “practical| automatic washer and freezing 
miracle home” of postwar Amer-| unit. 


ica in the January issue of Prac- 
tical Builder emphasize many im- 
provements in design and con- 
struction as being well within the 
possibilities, without radical 
changes in the appearance of 
homes. Prefabrication will have 
a place, though limited to the use 
of standard units, they suggest. 
Hugh Potter, River Oaks Cor- 
poration, Houston, Tex., empha- 
sized in his comment the necessity 
of overcoming labor union opposi- 
tion to labor-saving devices and 
new techniques. Building codes 
must be modernized, he said, to 
permit safe use of new materials. 
Among the improvements he visu- 
alizes are year-round air condi- 
tioning, less expensively installed; 
daylight engineering, using large 
glass areas, with translucent glass 
in interiors, porcelain enamels, 
and light metals inside and out, 
requiring only seasonal washing. 
A home-maker’s office, with 


kitchen by Charles Malowney, 
Malowney Real Estate Company, 
Springfield, O. He predicts that 
basements will continue to be in- 
cluded, and that inexpensive air 
conditioning equipment for houses 
> _ $7,000 class will be avail- 
able. 


Sees Increase in Glass Use 


Increased amounts of glass, both 
flat and block, will be used, in the 
opinion of Robert Tiffey, J. B. 


SPOT 
BROADCASTING 
SHOULD BE 
CALLED "HOT" 
BROADCASTING— 
IT'S HOT FOR 
BUILDING SALES! 


Exclusive 


National 
Representatives: 
uffalo 
Duluth 
Farge 
Louisville 
IOWA 
Shenandoah 
SOUTHEAST 
SOUTHWEST 
Albuquerque 
PACIFIC COAST 
Los Angeles 
Portland 
Fairbanks, Alaska 
and WRIGHT-SONOVOKX, Inc. 


For latest radio information, call 


FREE & PETERS, lic. 


Pioneer Radio Station Representatives 
Since May 19382 


CHICAGO: 180 No. Michigan....... Franklin 6373 
NEW YORK: 444 Madison Ave...... Plaza 5-4130 
ATLANTA: 822 Palmer Bldg.......... Main 5667 
SAN FRANCISCO: 11! Sutter........ Sutter 4353 


Kitchens and bathrooms will be 


larger in the postwar home, pre- 
dicts Robert M. Watkins, College 
Park, Md., who also insists that 
dining rooms are a “must.” He 
expects to see prefabricated sec- 
tions used only where economical 
in standard types of houses, with 
all sections assembled on sub 
floors and raised in place. 

“T look for improvements in 
forced air heating,” said Charles 
E. Joern, Wm. Joern & Sons, Chi- 
cago. “Zone hot water heating 
and radiant heating seem to have 
possibilities. We may advertise a 
model home containing the last 


word in gadgets to attract atten- 
tion, but will not sell anything not 
market tested.” 

Increased use of plywood in 
combination with other materials 
is predicted by Frank Kirkpatrick, 
Milwaukee, who says that prefab- 
rication will be limited to convert- 
ing rough materials into easily 
handled construction panels and 
shapes, quickly and cheaply trans- 
portable to erection site for rapid 
assembly. 

Sills will be termite proof, and 
steel girders will be used to pre- 
vent settling, says Harold W. 


Cheel, Cheel Construction Com- 


pany, Ridgewood, N. J. While 
postwar homes will cost more, he 
says that builders must produce 
— houses than the prewar 
jobs. 


Gets Housing Account 


Abner J. Gelula & Associates, 
Atlantic City, has been named to 
handle promotion of Highland 
Gardens, Chester, Pa., private 
housing development. Newspap- 
ers, radio and outdoor posters will 
be used. 


HOLLYWOOD: 1512 N. Gordon St..Gladstone 3949 


The Mighty 
Jeeps 


America’s “Roughriders” of today’s mechanized 
army are fast and rugged. They are built to stand 
the toughest going any army has ever encountered. 
Their popularity is universal. Jeeps are popular with 
everyone, soldier and civilian alike. 


This popularity is well deserved because it has been 

‘ won through performance — dependable perform- 
ance. These tough little Jeeps are in the thick of it 
on every battle front, where the going is hardest 
and where important news is in the making. 


Today, thinking Americans want NEWS. Nothing is 
more important and...in San Francisco it's The 
Call-Bulletin that brings the news, not tomorrow but 
today — when news happens and as news happens. 


San Franciscans prefer a news newspaper. The pop- 
ularity and prestige they give The Call-Bulletin is 
proof of this preference. Advertisers show a high re- 
gard for these same San Franciscans by the adver- 
tising responsibility they place on The Call-Bulletin. 


The Call-Bulletin has won enviable popularity as a 
news newspaper by efficient, dependable perform- 
ance. Through its vast news gathering facilities The 
Call-Bulletin gets the news and delivers it in San 
Francisco, where the greatest Effective Buying In- 
come is concentrated. This is why its circulation is 
“tops” and why its advertisers get “sure hit’ results. 


CALL-BULLETIN 


REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 
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Postwar Boom in 
Latin America 


Seen by Woodell 


New York, Jan. 19—A postwar 
Latin American trade boom of 
about three years’ duration was 
foreseen here this week by Shirley 
F. Woodell, account executive in 
McCann-Erickson’s foreign depart- 
ment, after his return from an 11- 
week tour of 15 Latin American 
countries. 

Industry in the United States 
will be busy supplying Latin 
American consumers avid for au- 
tomobiles, trucks, tires, radios, 
alarm clocks, refrigerators, cos- 
metics and women’s clothing, Mr. 
Woodell said. 

“We will get that business for 
three reasons,” he pointed out. 
“First, because of our proximity to 
the market; second, because of our 
dollar exchange now piled up in 
our southern neighbors’ banks; and 
third, because these dollars will 
permit cheaper purchase of Amer- 
ican products than those of some 
nation not possessing such a re- 
serve,” 

Warning that “American busi- 
ness will be a Cinderella when 
current savings are used up,” he 
recommended that while the money 
holds out this country establish 
itself as a good salesman and bet- 
ter neighbor. 


Must Buck Competition 


“Once the immediate demand is 
met,” Mr. Woodell asserted, “it 
will be a problem to hold on to 
that market. Overseas competition 
may plunge into Latin America, 
offering better credit terms than 
we do.” 

On what he described as a 
“blitz trip,” making all long 


"The 3 best weeklies 
in the United States" 


Average Copy has 
3.15 readers 


Those of us who spent our boyhoods 
in small towns know that the old 
home-town weekly printed a lot of 
local news. We also know that the 
entire family read every word in the 
paper because, quite often, the name 
of some member of our own famil 
ed in connection with a wed- 
Gg. @ party. a school meeting, a 
church social, a funeral or a political 
meeting. 


In the past ten years we have built 
three weeklies, almost within shoot- 
ing distance of the City Hall in Phil- 
Iphia. And, we have stuck to our 
old country weekly paper formula. 
Result:—our 52,837 papers each has 
an individual readership of 3.75 per- 
sons. Even the youngsters read our 
papers. They. too, like to see their 
names in print—and who doesn't? 


If you have anything for sale that 
more than 700 retail shops and stores 
in our eee “17 
papers p you do a selli r) 
that will be a pleasant ouspelle to 
your sales manager. 


Practically every store in our three 


market areas uses one or more of our 
= sometime, every year. They 

w us and we know them a lot 
better than any stranger who may 
call. you want distribution. 
then sales. we have three papers 
and @ stall to get en the feb 
with your men. 


Call. write or phone. You'll have a 
prompt response. 


Philadelphia 
Suburban 
Newspapers, Inc. 
Ardmore, Pa. 
Publishers of 


MAIN LINE TIMES 
UPPER DARBY NEWS 
GERMANTOWN COURIER 


jumps by air, Mr. Woodell visited 
Mexico, Guatemala, El Salvador, 
Honduras, Nicaragua, Costa Rica, 
Panama, Ecuador, Peru, Colombia, 
Venezuela, the Dominican Repub- 
lic, Puerto Rico, Haiti and Cuba. 
He visited branches and distribu- 
tors of such McCann-Erickson 
clients as Standard Oil of New 
Jersey, Schenley International 
Corporation, and Mack Truck. 
Although there have been no 
radio surveys of the U. S. type 
made in the countries he visited, 
Mr. Woodell believes radio and 
outdoor posters reach the greatest 
number of potential consumers in 
many of those areas. 

Dramatic offerings, such as orig- 
inal plays with a war angle pro- 
duced especially for broadcasting, 
comprise the type of radio pro- 
grams which pull well in the 15 
countries toured, he declared. 

Of U. S. short wave programs 
beamed from the United States, 


the Spanish version of “Counter- 
Spy” is .the most popular, Mr. 
Woodell claimed. “In the Carib- 
bean region, programs of Afro- 
Cuban music and contests of all 
descriptions lead in listener ap- 
peal. Soap operas leave our south- 
ern neighbors cold,” he said. 


Market for New Products 


Although only about 5% of the 
Latin American population, Mr. 
Woodell estimated, can afford ra- 
dios, a great many more people 
hear them. In Ecuador, for in- 
stance, many persons ride the 
busses just to listen to the radios 
installed in them. 

Roughly speaking, this same 5% 
is the literate group and the only 
buyers of durable consumer goods. 
Therefore, the problem of illiter- 
acy has not stumped advertisers 
to any great extent, he reported. 
However, the poorer groups are 
consumers of small imported items 


such as tooth paste, hair tonic, 
chewing gum, simple medicinal 
remedies and soft drinks. 

It is no task to get Latin Amer- 
icans to try out a new product, he 
pointed out. “They take to new 
things, and advertising in rural 
regions is simple. Many firms just 
send out sound trucks equipped 
with records describing the new 
item and samples to give away. 
Brand names mean as much as in 
= America,” Mr. Woodell 
said. 


Weatherhead Uses Space 


The Weatherhead Company, 
Cleveland, O., manufacturer of fit- 
tings for automotive and aviation 
equipment, will use three general 
business magazines, 63 trade pub- 
lications and 25 newspapers in 20 
major cities during 1944. Maxon, 
Inc., New York, and Meerman’s, 
Inc., Cleveland, are the agencies. 
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ANPA Gives Results of 
Radio Program Survey 


Two hundred and seventy-one 
U. S. dailies refuse to publish radio 
program listings unless they are 
placed as paid advertising, accord. 
ing to a program survey just com. 
pleted by the American Newspa. 
per Publishers Association. Ques. 
tionnaires were sent to every daily 
in the country and more than 80) 
replies were received. Of the 27], 
only 19 papers publish advertising 
of radio programs regularly: 19% 
have never published programs 
and 106 have discontinued them 
The remainder print programs 
only with various advertising con- 
siderations. 

Of the stations analyzed, 563 
print free programs, but of these 
493 refuse to carry trade names, 
Ninety-two own or operate radio 
stations, and 412 have some finan. 
cial interest in stations. 
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War's Effect on 
Industrial Centers 


Told in Series 


Washington, D. C., Jan. 19.—The 
frst reports and supporting sta- 
tistical data on the impact of the 
war on major American industrial 
communities are now being re- 
leased by the Bureau of Labor 
Statistics to assist local govern- 
ments, civic groups and business 
men in planning an effective pro- 

am for the transition to peace. 

The series, which may eventu- 
ally cover 300 areas containing 
three-fifths of the nation’s popula- 
tion and four-fifths of its factory 
workers, already includes 26 
“Working Notebooks” and 26 “Sta- 
tistical Summaries” which will 
later be expanded into a series of 


“Working Notebooks.” 

The job of developing a sound 
program for demobilization and 
sustained business activity after 
the war is big and difficult, BLS 
explains, requiring the best efforts 
of many groups and individuals. 
Pointing out that all groups have 
a stake in the full utilization of 
manpower, inventiveness and ma- 
terial resources, BLS purposely set 
up the extra series of statistical 
summaries. This same material in 
time will be expanded to fill out 
the basic series of “Working Note- 
books.” 

The statistical studies first give 
a picture of employment and in- 
dustry in an area through 1940, 
with special attention to the 1929- 
39 period, and then summarize 
local population, income, educa- 
tional and health data. 

The final section of the statisti- 
cal study is devoted to the impact 


of war on the area, including a 
report on war facility expansions, 
war supply contracts and recent 
employment trends. “Working 
Notebooks,” while following the 
same general pattern, are in far 
greater detail, including a discus- 
sion of postwar prospects. 

The material is available from 
the Department of Labor, Bureau 
of Labor Statistics, Washington, 
25, D. C. The study is under 
direction of the employment and 
occupational outlook branch of the 
BLS postwar division. 


Joins ‘Business Week’ 


Gene Furgason has joined Busi- 
ness Week as district manager in 
Pittsburgh. He formerly headed 
the Gene Furgason Company, ra- 
dio station representative, and 
more recently was a member of 
the New York advertising staff of 
Collier’s. 


‘Tribune’ Sponsors 
Dress Design Contest 


A total of $5,000 in prizes will 
be awarded winners in the fifth 
annual American Fashions Com- 
petition, sponsored by the Chicago 
Tribune to develop “charming and 
practical garments” for the fall 
and winter of 1944 and the spring 
and summer of 1945. Any resi- 
dent of the United States since 
Dec. 5, 1943, is eligible to compete. 

Entries will close May 1. At 
least 30 of the sketches entered 
will be made into garments and 
displayed at a fashion show next 
fall in the WGWN studio theater. 


Management to Meet 

The midwinter industrial rela- 
tions conference of the American 
Management’ Association, New 
York, will be held Feb. 9-11 at the 
Palmer House, Chicago. 
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AND MORE FOR EACH READER 


Paper conservation makes it necessary for every copy of every Iron 


Age issue to cover more ground and do more useful work. 


Every week, men move up to positions of importance in this fast- 
moving field — and to appreciation and need of the editorial helpful- 
ness of the industry’s top paper. Useful aid in making every copy count 


is the practice of routing by means of a reader slip such as the typical 


one shown on the opposite page. 


As a result, each copy of The Iron Age carrying your advertising mes- 


sage is reaching more metal-working executives than ever before. And, 


today each reader is getting more, too; because the need for saving 


paper has brought about a new editorial terseness and clarity that has 
actually increased the proportion of helpful facts and ideas. (We were 
pretty good before, too!) 


We couldn’t buy the extraordinary reader interest that The Iron Age 


enjoys (we had to create it, over the years, through editorial alertness). 


But, you can buy it, and put it to work making your advertising of 


products used by the metal-working industry the most productive ad- 


vertising investment you have ever made. 


A Chilton © Publication 


100 East 42nd Street, New York 


17, N. ¥. 


FOR 17-YEAR-OLDS 

saly have te be 


Louis F. Neuweiler's Sons, Allentown, 
Pa., brewer, has launched a series of 
500-line ads, of which this is one, in 
Pennsylvania newspapers to stimulate 


enlistments of aviation cadets in the 

Army air forces. The campaign was 

prepared by the Richard A. Foley Ad- 
vertising Agency, Philadelphia. 


Goodrich Promotes 
Richardson, Maxwell 


W. S. Richardson, general man- 
ager of the chemicals division of 
B. F. Goodrich Company, has been 
named vice-president of the Hycar 
Chemical Company, Akron, O. He 
will continue to hold both posi- 
tions. 

R. A. Maxwell, who has been on 
leave during the last year while 
serving in the Office of Rubber 
Director in Washington, has been 
named to take charge of all tire 
sales except airplane in the com- 
bined automotive, aviation and 
government sales divisions of the 
company. 


Johnson Promoted 


Edythe Johnson, formerly assist- 
ant secretary of the advertising 
and sales bureau of the Board of 
Trade, Vancouver, B. C., has been 
named secretary. 


of the state’s 


POPULATION 


is concentrated in 
Western Washington 
ve ve It’s a market 
demanding MORE than 
““one-city” coverage. 
That’s why TACOMA, 
as well as Seattle is a 
MUST on every news- 
paper list. 


(Source: Sales Management) 


Tacoma, Washington 
Lorenzen G&G Thompson, Inc. 


National Representatives 
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Waters Gets Millbrook 


Millbrook Mfg. Company, sports- 
wear manufacturer, has appointed 
Norman D. Waters & Associates, 
New York, to handle its advertis- 
ing. Plans involve trade promo- 
tion, to be followed by national 
advertising. Charles H. White- 
brook is account executive. 


BOOKLET MAILED 
BXECUTIVES ON REQUEST 


Soft Line Goods 
Dominate Sears 
Spring Catalog 


Chicago, Jan. 19.—Clothing and 
other soft line consumer goods 
keep the spotlight in the new 
spring and summer catalog being 
mailed this week to more than 7,- 
000,000 customers of Sears, Roe- 
buck & Co. 

Reduced supplies in many lines 
are reflected in the size of the 1944 
volume, with the Chicago book, 
for example, totaling 1,062 pages 
against last year’s 1,232—practic- 
ally a half pound of paper saving 
per book. Montgomery Ward & 
Co. also has cut the size of its new 
general catalog, now going into 
the mail (AA, Jan. 10). 

High quality fabrics feature the 


women’s dresses offered in open- 
ing pages of the Sears book, which 
also introduces a new trade name, 
Redgate, for Sears fashions. Three 
popular styled coats are offered 
women buyers under this name. 
Non-rationed shoes for women 
also occupy several pages, with 
soles of “Endura-fiex,” guaranteed 
to wear as long as leather. 
Offerings of garden _ seeds, 
shrubs, etc., have been increased 
this year, along with a special Vic- 
tory garden booklet free to cus- 
tomers who order a dozen or more 
packages of seed. Synthetic rubber 
garden hose is featured for the first 
time. It is sold without priority, 
but Sears reserves the right to re- 
strict sales to 50 feet per customer. 
The People’s Book Club, intro- 
duced last year, is promoted via 
another four-page color section, 
with the current selection, “Burma 
Surgeon,” and an enrollment gift 


book sold to club members at the 
one-volume price, $1.66. 

Circulation of the 488 - page 
spring and summer catalog of 
Aldens Chicago Mail Order Com- 
pany, which began today, has been 
decreased about 15% from last 
year, officials said. The emphasis 
is on women’s fashions, children’s 
wear and men’s sportswear. Prices 
are about the same as last year, 
although heavier promotion is 
given lower-price merchandise 
than in recent seasons. 


Riley Joins Esty 

Thomas L. Riley has joined the 
radio department of William Esty 
& Co. as a producer-director and 
assistant to Thomas D. Luckenbill, 
vice-president and radio director. 
He was formerly with Pedlar & 
Ryan as director of daytime radio 
programs. 


STARTING PRESENT 
MUTUAL NO. OF 
: HOOKUP STATIONS 


Sinclair Refining Co. 


25.133 


R. B. Semler, Inc. 7 


Employers’ Group Insurance 


Kellogg Company 


Pharmaco, Inc. 
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Supplies Papers 
with Ads Hailing 


European Victory’ 
New York, Jan. 18.—Heraldj 
“Victory in Europe,” more thay 
2,000 inches of completely pre. 
pared and matted adve: tising 


THE PROPER PLACE 
FOR THE SUPER-RACE 


SIGNATURE 


material has been proofed to 
newspaper clients of Metro Asso- 
ciated Services for sale now to 
advertisers in preparation for pub- 


smashed. 

Copy, based on the assumption 
that Germany will be defeated be- 
fore Japan, aims at celebrating the 
climactic achievement of the na- 
tion’s fighters, at recognizing and 
applauding home front support, 
and at emphasizing the continuing 
need for intensified effort against 
Japan to bring the war to a con- 


lication the day the Nazi regime is |’ 


clusive end. 

“Commercial” treatments are 
omitted from all ads, which range 
in size from full page down to two 
columns. Developed for Metro’ 
clients, the service is available to 
other newspapers in a_ limited 
number of cities. 


Financial Admen 
Issue Exhibit Book 


The Financial Advertisers Asso- 
ciation has completed mailing its 
1943 “Exhibit Book of Financial 
Advertising.” The book, 9 x 12% 
inches, contains 215 pages of ad- 
of 54 financial institutions and 
agencies. 

Frea J. Botzum, advertising 
manager of the Firestone Park 
Trust & Savings Bank, Akron, 0O., 


president of the Florida National 
Bank, Jacksonville, were chairman 
and vice-chairman, respectively, 


exhibit book. 


Gillette Razor 


110 


*Even the world’s largest network isn't large enough for Gillette 20 
we round up additional, non-Mutual Stations for these broadcasts. 


l. More key officials in Wash- 
ington read TIME regularly than 
read any other magazine, however 
big its circulation. 


\ 2. The members of Cong: ess 
vote TIME the most important 
U.S. magazine that carr‘es 


advertising. 


= 


For further details write tc 


TIME 


9 Rockefeller Plaza, New York 20,6. 


and Harry Pride, assistant vice- 


vertising exhibits, including those © 


of the committee that prepared the © 
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ASKING THE PEOPLE WHO 
HAVE TO PAY FOR THE 
POSTWAR PLANNING... 


‘Ths is the open season for starry-eyed speculation on Wellsian concepts . . . super-cities 
of glass towers linked by lofty roadways, small homes decked for helicopters, public works of magnificent magnitude. The 
planners ponder, pull political strings, and commissioners consider. And the common people are expected to grin and bear 
up under the bills for civic betterment . . . Philadelphia is an old city, ripe for changes, and with no lack of changers. But 
The Inquirer had the simple idea that the average citizen might have his own ideas of postwar improvements, invited 
suggestion . . . offered $10 for each letter printed, received thousands, printed six to eight a day for two weeks . . . and found 


a blueprint to set the stargazers straight. City officials took over, read letters to use as a basis for postwar planning, expressed 


appreciation . . . Summary: no wonder city wanted, but more and better of the existing same . . . 


ue 


Berrer water supply and sewage disposal, more street signs and lights, cleaner streets, and faster traffic routes, 
improved train service, a city college, more playgrounds . . . widen Chestnut Street, remove Broad Street Station to another 
location, beautify the banks of the Schuylkill . . . These were the most popular suggestions, serve to recall what advertisers 


and often newspapers forget; that the concrete and practical outweighs concept or projection—and a catfight 


in your own street is of more interest than a cataclysm in the Balkans! . . . The Inquirer is a newspaper 
devoted to the interests of Philadelphians, holds the interest and confidence of more than 
485,000 families interested in themselves and their city—and gets worthwhile advertising to 
the attention and interest of the best and best buying Philadelphians . . . as local advertisers, 


and the last seven years of Media Records, convincingly confirms. 


Che Philadelphia 


NATIONAL ADVERTISING REPRESENTATIVES: 
Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis + Keene Fitzpatrick, San Francisco 
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ufacturers Association’s annual 
meeting -here yesterday were not 
optimistic over an immediate gov- 
ernment okay on any reconversion 
plan. The knotty question will be 
considered again in the near fu- 
ture when an industry committee 
meets with WPB officials in Wash- 
ington, D. C. 

Assuring that they do not 


Leaves Reeves 


, red H. Pinkerton has resigned Reconversion Plan 
vertising and sales promotion of Sought by Washer, 
lroner Industry 


Reeves Sound Laboratories, man- 
ufacturer of crystal oscillators for 
airborne radio, and Hudson-Amer- 
ican Corporation, radio equipment 
producer, both of New York. He in- 
remains as public relations coun- tend to hamper war production in 


sel to the National Electrical on “ 

et e y way, the manufacturers never 

es Association, New Cooperative Ad theless take the position that 

washer and ironer manufacturing 

Campaign Shelved can swing into action faster, and 

more fairly for individual com- 

’ ¢ —_ for Present panies, if an entire industry allo- 

Chica Journa of Commer |eation and quota system is agreed 

=: — Chicago, Jan. 20.—Though upon in advance of release of 
| mistic over chances of early re- actual materials 
== |conversion of their plants. to 


civilian production, the nation’s 
washer and ironer manufacturers 
served notice this week that they 


Companies Shaping Plans 


e © the source 


business In a sales estimations _report 
of daily refer- will continue pushing for a WPB- | submitted by the association’s 
news and the P $ men approved plan of reconversion. postwar planning committee, the 
of managemen | The industry, among the first to| group headed by B. J. Hank, 

ence atest industrial! | wonvert 100% ‘to war work, has |Conlon Corporation, noted that in- 
in the gre tral west- since last summer been mapping | dividual companies, reversing an 
orea—the cen its own plan of swinging back to | earlier trend, now are shaping fu- 


aa production of washing machines 
3 ; when conditions will permit. How- 
ever, members’ attending’ the 
American Washer and Iron Man- 


ture plans and paying more at- 
tention to sales forces they will 
employ in the postwar period. It 
warned, however, that the backlog 


of consumer demand which most 
companies have counted on should 
be discounted because of still in- 
active sales forces and lack of pro- 
motion, including advertising. 

Replacement sales, the commit- 
tee said, will be accelerated, in 
comparison with former figures, 
by the number and types of new 
models and new machines, and 
with rural electrification speeded 
up, farm purchases of washers and 
ironers will be in higher ratio to 
city purchases. 

A postwar sales rate of 2,025,- 
000 washers a year is projected by 
the committee, based on postwar 
building predictions and expected 
continuance of the same prewar 
farm electrification rate. Although 
ironer totals are less available, the 
committee predicts 300,000 for the 
first postwar year and 400,000 for 
the following year. But it warned 
that washer and ironer sales could 
go back to the 1938 figure of 
1,031,000 washers and 110,000 iron- 
ers “if we have a violent economic 
reaction after this war.” 


No Industry Advertising 


The association’s subcommittee 
on advertising and public relations 


“One if by Land...” 


waitynge on ye far bank of River Charles . .” 


"Ye lanterne 


sped its memorable meffage to ye few Patriots 


Progreff in ye Land of ye Pilgrims now means that today, 


not only Charlestown, but hundreds of busy New England communities are 


simultaneously reached, message-wise, over one microphone—through the 


WBZ & WBZA combination. . . 50,000 watts stemming out from 


Boston . . with an extra 1000 from Springfield . . bring NBC Star-studded 
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said it doubted whether fung 
could be obtained now for a coop. 
erative industry advertising 
gram, by radio, in magazines, o& 
both, “because of the natura 
intention of each association imem. 
ber to promote and re-establish 
his own brands at the earliest pos. 
sible opportunity.” 

It recommended, however, that 
public relations activities be broad. 
ened in order to sell the industry 
to potential appliance salesmen; 
build greater consumer desire for! 


cially the young “homemakers of 
tomorrow”; and dispel the idea! 
that new model designs will be 
available as soon as production jg 
resumed. 

With the war’s end, the commit.f 
tee warned, the industry will face} 
its keenest and “possibly the most} 
ruthless competition in our his. 
tory”, with invasion of the field 


tions which are “financially able 
to use every promotion means.” 

Association members decided to 
reelect the entire slate of officers 
for 1944, with John M. Wicht, di- 
rector, home laundering equipment 
division, General Electric Com- 
pany, Bridgeport, Conn., starting 
his third term as president. 


Barnum Elected 
R&R Vice-President 


Merritt W. Barnum Jr., with 
Ruthrauff & Ryan, New York, 
since 1937, has been elected vice- 
president in charge of radio pro- 
grams. He has returned to Ruth- 
rauff & Ryan after a year’s leave 
with the OWI as deputy chief of 
‘he New York Radio Bureau. 


Elect Officers 
At the December meeting of the 
Newspaper Representatives As- 


sociation of San Francisco, the 
following officers were elected for 
1944: President, Louis J. Rubin of 
Gilman, Nicoll & Ruthman; vice- 
'president, W. J. Schmitt, Paul 
|Block & Associates; secretary- 
treasurer, 
Kelly-Smith Company. 


| DeLong Promoted 


| Howard A. DeLong, for the past § 


| five years manager of the New 


| York office of Charles P. Cochrane 7 


| Company, Bridgeport, Pa., manu- 

facturer of carpets and rugs, has 
been named eastern division man- 
| ager. 


FAMILIES 
with Children 


Ralph W. Mitchell, 


home laundering equipment, espe. 3% 


threatened by powerful organiza-¥ a 


programs to all of industrial, and most of rural, New England. . . Certain 


times are available for your sales-messages. Act now, through NBC Spot 


Sales—New York, Chicago, Hollywood. 


ae A new WBZ & WBZA 
Coverage Map happily 
furnished on request. 


WESTINGHOUSE RADIO STATIONS Inc 


wowo e WGL © WBZ © WBZA © KYW @© KDKA ¢ REPRESENTED NATIONALLY 


BY NBC SPOT SALES 


They buy more meats and cheese, 
more flour and cereals, more fruit } . 
juice and vegetables, more soups 
and condiments. 
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ADVERTISING MATERIAL 


TURN IN YOUR OLD, DISCARDED OR OBSOLETE 
DISPLAYS, CARTONS, CATALOGS, BULLETINS, FOLDERS 
and OTHER UNUSED ADVERTISING MATERIAL NOW! 


The continuation of our offensive in Europe and the Pacific is 
seriously menaced by an inadequate supply of paper, one of 
our most vital weapons of war. Lack of manpower in forests 
and mills, stoppage of pulpwood importations, curtailment of 
transportation facilities, shipment of waste paper products 
overseas, are important factors in this shortage. In spite of the 
urgent need for every obtainable pound of waste paper, the 
salvage drive is falling far short of its mark. Prompt relief is 
imperative. Advertisers who have old, unused advertising dis- 
plays and other promotional material stowed away, must dotheir 
share. Check your stockroom, warehouse and distributors at 
once and release every pound of paper you possibly can. 
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THIS SPACE CONTRIBUTED TO THE WAR EFFORT BY 
mastic SERVING AMERICA’S ADVERTISERS SINCE 190 % 


WLP Joins Blue 


Station WLPM, Suffolk, Va., has 
become affiliated with the Blue 
Network, bringing the total num- 
ber of Blue affiliates to 177. 


“The Mystery Chef on WFDF | vick Chemical Company; 
Flint said to put all my left- 


. 
overs in the soup. 


ANA Establishes 
Advisory Group 


| New York, Jan. 19.—The Asso- 
ciation of National Advertisers has 
established an advisory committee, 
consisting of past presidents and 
chairmen of the board who are 
still with ANA member compa- 
nies. The committee, which will 
meet regularly, will act as an 
auxiliary to the board of directors, 
advise on any questions submitted 
to it by the board, and be privi- 
leged to attend all board meetings. 
Members of this new committee 
are: P. L. Thomson, Western 
Electric Company; William A. 
Hart, E. I. du Pont de Nemours & 
Co.; Lee H. Bristol, Bristol-Myers 
Company; Stuart Peabody, the 
Borden Company; Allyn B. Mc- 
Intire, Pepperell Manufacturing 
'Company; Allan Brown, Bakelite 
Corporation; Harold B. Thomas, 
entaur Company; Allan T. Preyer, 
A. O. 
Buckingham, Cluett, Peabody & 
/Co.; and Gordon E. Cole, Can 
Manufacturers Institute. 
| The first committee meeting 


| with the ANA board was held late 


last week and was concluded with 
a farewell dinner at the Hotel 
Biltmore in honor of George S. 
McMillan, ANA secretary since 
1935, who has resigned to become 
director of public relations of the 
Bristol-Myers Company. Mr. Mc- 
Millan was presented with a silver 
service and a scroll. 


Waters & Associates 
Gets Stuart Account 


Norman D. Waters & Associates, 
New York, has been appointed 
advertising counsel for Alice Stu- 
art, Inc., manufacturer of blouses. 
Trade publications and direct mail 
will augment a national program 
in fashion magazines. 

Louis Landesman. previously 
with the agency for ten years, and 
recently vice-president of Ideas, 
Inc., has rejoined Waters as treas- 
urer, 


Joins Gordon Agency 


Frank J. Schneller Jr., formerly 
with the Mitchell-Faust Advertis- 
ing Company, has joined the copy 
staff of the Phil Gordon Agency, 
Chicago. 


@96.3%, coverage of Metropolitan 
. - 100% coverage of every 


Omaha. 
worth-while home. 


the Omaha 


Circulated 
does 


would be read 


Suburban 


The Omaha Market is 
to end! 
cross it! 
10 in Iowa. 


@76%, coverage of the 50-mile retail 


trade area. 


And it’s a RICH Market! 


in the homes of 


CHICAGO! 


BIG! 


Over 500 miles from end 
You'd drive over 15 hours, at today’s speed, to 
It includes all of Nebraska's 93 counties and 


@69%, coverage of 40 Nebraska cities 
over 2,500 


@ 45%, coverage of the entire 103-county 
Nebraska and Southwestern Iowa 
market. 


DAILY, 194,698 
SUNDAY, 187,971 
6 Mos. Average Ending 
Sept. 30, 1943 


O'MARA & ORMSBEE, Inc., Nat'l Representatives—New York 


Omaha's Douglas County 
was 2nd in the nation in per capita increase in effective 
buying income the first 9 months of 1943. Omaha bank 
clearing increase percentages have topped the nation, 
month after month. Nebraska's farm income is far above 
the nation's average! 


It's Easy to Reach! The Omaha World-Herald does a 
coverage job that is unusual! Just notice the figures at 
the left. And—more than just coverage—it exerts power- 
ful influence throughout the state! 


Onaha WORLD“ HERALD 


fine of the Nations Great Newspapers 


Owners and Operators of Radio Station KOWH 


Chicago - Los Angeles San Francisco 


TULSA CLUB WORKS ON ICS CONTEST 


raembers checked their entries in the 


“Give me that one with all the sex appeal,” says Howard Jones, Oklahoma 
Natural Gas Co., to Leo Spring, Tulsa Litho. Co., and Don Watts, Watts-Payne 
Agency, at the Tulsa Advertising Federation membership luncheon, Jan. 13, 
where from reproductions of an Advertising Age page of Jan. 3, Ad Club 


More than 35 Tulsa Ad Clubbers participated, as did students in the University 
of Tulsa's downtown college advertising course. 
nent Petroleum Corp., club president, photographed the scene. 


Age, January 


ICS advertising leaders competition, 


Luther Williams, Mid-Conti- 


291 AA Readers 
Submit Entries in 


ICS Copy Contest 


Chicago, Jan. 18.— Are admen 
contest minded? Do they enjoy 
pitting their wits against a column 
of cold, hard figures? 

Final returns from the “contest” 
announced in the Jan. 3 issue of 
ADVERTISING AGE, in which the 12 
leading 1943 ads of International 
Correspondence Schools were re- 
produced, provides an emphatic 
“Yes” to both questions. Invited 
to rank the 12 ads in the order of 
their effectiveness, 291 ApDvERTIS- 
ING AGE readers seized the oppor- 
tunity to do so before the deadline, 
with straggling returns still com- 
ing in. 

The Tulsa Ad Federation got so 
interested in the idea that it had 
the page of ads reproduced full 
size, and turned one of its regular 
meetings over to a contest of its 
own. Each member was given a 
reproduction, and entries were 
submitted in a body. The contest 
created so much interest that the 
adclub has requested an analysis 
of each of the ads from Paul Bar- 
rett, ICS director of advertising, 
so that discussion of their true 
relative ranking and the reasons 
therefor may be the subject of an- 
other meeting of the Tulsa club. 

All entries received in the com- 
petition have been forwarded to 
Mr. Barrett, who is currently en- 
gaged in the somewhat difficult 
task of determining the 100 entries 
which contain the most nearly cor- 
rect answers. To each of these 
Mr. Barrett will send a copy of 
the ICS Book of Useful Business 
Tables. Unless Mr. Barrett finds 
the task of determining winners 
more difficult than he anticipated, 
the names of those with the most 
nearly perfect scores will be pub- 
lished in ADVERTISING AGE next 
week. 


RCA Tells Value of 
Music in Industry 


How “manpower, music and 
morale” can be integrated to in- 
crease production in factories and 
plants is described in a booklet by 
that name just published by RCA. 
It also tells of RCA’s industrial 
music library service, a proposed 
training program available for 
plant broadcasting system direc- 
tors, and details of planned psy- 
chological surveys to study em- 
ploye reaction to music in indus- 
try. 

The booklet may be obtained by 
writing to the industrial and sound 


| department, Radio Corporation of 
| America, Camden, N. J. 


| Hygeaire to Basford 


American Sterilizer Company, 
Erie, Pa., has placed the industrial 
promotion of its Hygeaire ultra- 
violet germicidal unit with the 


|Cleveland office of G. M. Basford 
Company. The professional phase | 
of the advertising continues to be | 
handled by Branstater-Hammond, | 
|New York. 


THIS IS THE 
MARKET 


as defined by the A. B. C. 
the Albany Market consists 
of either all or part. of 

seven rich counties in the 

upper Hudson Valley 
—543,819 population 
—151,608 families 
$657,088,000 effective 
buying income 


THIS IS THE 
KEY TO COVERAGE 


You can cover this Key market 
by using only ONE newspaper, 
THE ALBANY TIMES-UNION 

SUNDAY— 

75 % coverage—Albany City Zone 
42% coverage—Ret Trading Zone 
50%—over the entire market 
Plus a BONUS of 18,880 outside cir- 
culation—valuable coverage in cen- 
ters beyond the market proper 

DAILY— 

43,000 circulation which, combined 
with Sunday's, attains a ratio to 
market families of 70% 


AT THE LOWEST COST 


SUNDAY—Thorough coverage at 
22c per line, yielding the lowest 
mil-line in the Capital District | 
DAILY—Can be added for only 3c 4 

line, by use of the 30c combination rate. 


ALBANY TIMES-UNION 
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ME nations have a genius for politics, some for 
S exploration, some for colonization, some for 
music or art. 


But the native genius of the American people is most 
at home and fruitful in business —in making and 
selling more and better things for more people. 


This has been true from the days when tobacco was 
money, when frontiersmen swapped with the Indians, 
when clippers cruised the China seas, when freight- 
ers sweated overland to Santa Fe. 


George Washington exported produce to Europe. 
Franklin fooled with lightning and designed a stove. 
Jefferson invented gadgets. Lincoln clerked in a 
store. 


There are folks who twitch a nostril at those who 
are “in trade,” but they are not the ones who clear 
settlements, put down foundations, devise transpor- 
tation, provide jobs, produce an ever-rising standard 
of living for the people. 


The folks in business do that — the folks competent 
in business — for whether their business is a one-man 
affair or a vast organization, if it is not competently 
run there will be no funds for pay rolls, for tools 
and materials, for community development, for gov- 
ernment costs. 


Yes, lucky for us all that business is bred in the bone 
of the American people, for without the overwhelm- 
ing productivity of American business and industry 
the United Nations would lack the means to win the 
war, 


Lucky for us all, in days to come also, for the needs 
and opportunities of the postwar world here and 
abroad, not to mention our swollen debt and taxa- 
tion burdens, will require that American business be 
productive as never before. 


Confident of the rich and matchless future destined 
for America and its people, Hearst Newspapers are 
proud to serve on the side of business, knowing that 
the American people are in business to stay. 


In more than a dozen of the great key cities of our 
nation, the nearly 5,000,000 families that Hearst 
Newspapers reach appreciate this as they appreciate 
other Hearst services, and so hold our papers in spe- 
cial regard. That is why: 


If it is on-the-minute, accurate news they want, they 
look to Hearst Newspapers first. 


If it is authentic interpretation of events or trust- 
worthy editorial counsel they want, they look to 
Hearst Newspapers first. | 


The American People are 


Business stay 


“Abraham Lincoln” by Blendon Campbell 
If it is features, newspictures, cartoons, columnists’ 
comment, society, sports or business news they want, 


they look to Hearst Newspapers first. 


There is a lesson here which no sensible advertiser 


© House of Art, N.Y. 
with an eye on the future will ignore. 
It is simply that in planning marketing programs to 


reach these people, he should look to Hearst News- 
papers first, as do they. 


WISTORICAL HIRSTS BY HEARST NEWSPAPERS 


Fighting in the first rank on the side 
of the people, and for their interests, 
is no new thing for Hearst News- 
papers. From the days of their begin- 
ning, they have made Americanism 
their creed, and how well they have 
served it is shown by the long roster 
of causes they have championed, of 
which these are a few examples: 


It was Hearst Newspapers that led the 
fight for the All-American Panama Canal. 


It was Hearst Newspapers that backed 
Billy Mitchell and the cause of air power. 


It was Hearst Newspapers that opposed 
the peacetime destruction of American battle- 
ships. 


It was Hearst Newspapers that fought 
the good fight for Woman's Suffrage. 


It was Hearst Newspapers that cham- 
pioned U.S. having the largest Navy in the 
world. 


It was Hearst Newspapers that over dec- 


ades ceaselessly warned of the danger of Japan. 


It was Hearst Newspapers that sponsored 
the Hearst Rifle Shoot for national preparedness. 


Itwas Hearst Newspapers that relentlessly 
have combated the narcotic evil in America. 


It was Hearst Newspapers that exposed 
the perils to free institutions of grade labeling, 
communism, bureaucratic controls and a host of 
other encroachments, and it will be Hearst 
Newspapers that continue to crusade for a 
greater America during and after the war. 


HEARST 


SPAPERS 


Serving the American People— their Freedom, Security and Progress — by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


NEW YORK JOURNAL-AMERICAN LOS ANGELES EXAMINER BOSTON RECORD AND AMERICAN SAN FRANCISCO CALL-BULLETIN 
Evening and Sunday Morning and Sunday Morning and Evening Evening 


NEW YORK MIRROR LOS ANGELES HERALD-EXPRESS 


OAKLAND POST-ENQUIRER 
Evening 


‘ SAN FRANCISCO EXAMINER 
Morning and Sunday Evening BOSTON ADVERTISER Morning and Sunday SAN ANTONIO LIGHT 
CHICAGO HERALD-AMERICAN BALTIMORE NEWS-POST Sunday MILWAUKEE SENTINEL Evening and Sunday 


Evening and Sunday Evening 


DETROIT TIMES 
Evening and Sunday 


Morning and Sunday 


SEATTLE POST-INTELLIGENCER 
Morning and Sunday 


PITTSBURGH SUN-TELEGRAPH 
Evening and Sunday 


ALPANY TIMES-UNION 
Morning and Sunday 


BALTIMORE AMERICAN 
Sunday 
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THE FARMiMA 


No “Cut Back’ Here 


In selecting markets for spring, summer and fall 
schedules, smart space buyers are avoiding war- 
inflated centers that will be hit hard by contract can- 


cellations. 


Since fully 90% of Rock Island-Moline’s present 
industrial production facilities were in operation 
before the war, thi market will not shrink disas- 


trously on V-Day. 


And, as U, S. Dept. of Commerce predicts that 
farm machinery production in 1946 will be double 
that of 1940, today’s war workers will be readily 
absorbed by the expanding implement program here 


in “The Farm Machinery Capital.” 


So from every angle, Moline-Rock Island is a mar- 


ket with a bright postwar future! 


MOLINE DISPATCH 


ROCK ISLAND ARGUS 


1940 Census 


103,526 


Metropolitan Population 


Drive for Multiple 
Vitamin Capsules 
Started by Miles 


(Picture on Page 59) 
| Elkhart, Ind., Jan. 19.—Follow- 
ing a successful introduction to the 
drug store trade, Miles Labora- 
tories has launched an aggressive 
campaign for its new One-A-Day 
multiple vitamin capsules—its first 
entry into this growing field. 
Designed to compete with 
Stams, Vimms, Bax and other 
multiple vitamin and mineral 
products, the new Miles entry will 
be promoted to consumers via na- 
tional magazines, rotogravure sec- 
tions of newspapers and network 
radio. Spreads and pages in trade 
publications serving the drug field 
announced the product around the 
first of the year, when the com- 
xany also told of the newcomer in 
its house organ, “Miles Ahead.” 


Joins Older Members 


Up until now, Miles has heavily 
advertised two older members of 
the One-A-Day brand family, A 
and D tablets which were intro- 
duced in 1940, and B complex tab- 
lets, brought out two years later. 
The multiple vitamin capsules re- 
tail at $1 for a 24-day supply 
packed in a carton, and at $2 a 
bottle for a 60-day supply. A spe- 
cial introductory deal for retailers 
brought a “tremendous response,” 
company officials said, exhausting 
the initial supply. 

First consumer copy is appear- 
ing in two-thirds and half-page 
units in January and February 
issues ._of American Magazine, 
American Home, Better Homes & 
Gardens, Cosmopolitan, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Parents’ Magazine, Redbook 
and Woman’s Home Companion, 
with the opener headlined as an 
“advance notice” to readers of 
each publication. Copy stresses 


both the availability of eight vita- 
mins in a single capsule and low 
cost of the One-A-Day brand, 
“only 3% cents per day in the 
family size.” All three varieties 
of One-A-Day vitamins are pic- 
tured. 


Other Media Used 


Starting late next month, the 
vitamin capsules will be promoted 
in 600 and 400-line advertisements 
to appear every two or three 
weeks in rotogravure sections of 
the Metropolitan Group, and at the 
same time announcements will be 
used on Miles’ four NBC and Blue 
Network shows, currently adver- 
tising Alka-Seltzer and the other 
One-A-Day vitamins. The com- 
pany also has signed for a 15-min- 
ute news commentary by Robert 
St. John, to start Jan. 31 over 39 
NBC stations, Monday through 
Friday, at 9:15 to 9:30 a. m., CWT. 

Wade Advertising Agency, Chi- 
cago, handles the account. 


Advertising Age, January 24. 19% 


Fitch Named Head 
of Howard-Wesson 


Milton L. Fitch, formerly spac 
buyer and account executive 9 
the Howard - Wesson Con pany 
Worcester, Mass., has been name 
president. He joined the company 
in 1935 as manager of its colleg 
annual department. 

Howard M. Cutler, former'y ar 
director of the Commonvwealt) 
Press, has been named vice-presj. 
dent and art director. Arthur R 
Howard, formerly president, has 
been named treasurer. Stella F 
Clarkson continues secretary 
and Alfred G. Wesson as directo; 


Slates Weekly Run 


The Canada Trust Company, 
London, Ont., has _ scheduled 
weekly insertions, featuring estate 
management, in selected Canadian 
dailies this year. McConnell, East- 


man & Co., London, is the agency, 


IN THE SOUTH’S 


50,000 WATTS 


Nat'l Representatives: 
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The Katz Agency, Inc. 
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Another 
fighter joins 


HELP FOOD 
HARDER 
FOR FREEDOM 


COUNTRY GENTLEMAN'S EDITORIAL TASK FORCE 


Robert H. Reed, Editor; Arnold Nicholson, Managing Editor; 
Sara Bulette, Editor Country Gentlewoman; Henry C. Paxton, 
E. H. Taylor, Moran Tudury, John Bird, F. J. Keilholz, 
Ruth Hogeland, Katharine Britton, Mary Grace Ramey, 
Ellen Conry Betsch, Jean Hulburd, Associate Editors; John 
Funk, Art Editor; Theodore Kesting, Assistant Art Editor. 


F armers smashed food production records in 1943. 
They’ve got to smash their new records again this year. 
They will, and Country Gentleman will help furnish 


their ammunition. 


There’s very little shine on our editorial pants. 

Our editors don’t sit and dream about what farmers 
are thinking. They know because they get out into the 
field with farmers and farm organizations. We call 
that “suitcase editing” here at Country Gentleman. 
It’s the only logical way we know to edit a useful 


farm publication. 


What F. J. Keilholz, our newest associate editor, 

be doing a good part of his time? He’ll be out talking to 
farmers—bringing news to the farmers, and bringing 
back news from them that will help Country 
Gentleman do its own big war job of interpreting all 
this food production information to every food producer. 


Like his editorial associates, ““Dutch” Keilholz is 
nationally known in agriculture. For the last 20 years 
he was extension editor and associate professor of 
agricultural journalism at the University of 

Illinois. He has written hundreds of articles and 
radio scripts about agriculture. He comes to Country 
Gentleman fresh from England, where he was flown 
recently at the request of the British Ministry 

of Information to study the English wartime 


food situation in relation to our own. 


Country Gentleman’s usefulness to 
American Agriculture in this critical 
year will be measured by the people on 
the magazine. There’s not a “theorist” in 
our entire editorial task force. Country 
Gentleman’s practical hard-headedness 


about farming has always distin- f 


guished its editing. Only that kind FIGHTS” 


can supply real victory ammunition 


to the 1944 American farmer-fighter. 


NATIONAL SPOKESMAN FOR AGRICULTURE 


Of 
Ly, 
ge ‘ 
E 
\ 
+ 
1 
| 
- 
a 
{ 
4 
for. my om € 
a 
| 


Lament for the Diary 


To the Editor: No! He can’t 
do this to us. Mondays won’t be 
the same without the sage com- 
ments and observations so inter- 
estingly written in “Diary of an 
Ad Man.” 

I hope you can prevail upon this 
anonymous individual (he must be 
a swell @gg) to reconsider his 
decision after a brief vacatidn. 
And if he can’t spare the time to 
write every week, perhaps he’d 
consider doing his stint every 
other week or maybe once a 
month. 

Anyway, please tell him for me 
that I’ve enjoyed him tremen- 
dously and wish to extend my 
kindest regards. 

RICHARD F. DRAKE, 
Advertising Manager, Felt & 
Tarrant Mfg. Company, Chi- 
cago. 


Jap Works for 4th Loan 


To the Editor: We are reporting 
an incident which your readers 
might find of interest. It would 
seem especially timely for com- 
ment during the 4th War Loan 
drive—Jan. 18 to Feb. 15. And it 


BONDS! 


Safety 


shows how wide awake the 
Treasury Department is in spot- 
ting and utilizing for War Loan 
promotion any material that seems 
appropriate to this purpose. 

In the November issue of For- 
tune, George La Monte & Son ran 
a color page, captioned “Phoney 
Money,” showing invasion cur- 
rency used by the Japanese. The 
dominant figure in the illustration 
was the head of a snarling Japan- 
ese soldier. 

Shortly after the ad appeared, 
we received a letter from Frank 
N. Isbey, chairman of the United 
States Treasury, war finance com- 
mittee for Michigan, asking for 
permission to use this head in a 
promotion that was being planned 
for the 4th War Loan drive. 

We are very proud that the La 
Monte “Jap” has thus been enlisted 
to do a job for Uncle Sam. For 
your information, we are enclosing 
a reproduction of the Fortune color 
page and the piece prepared by 
the Treasury Department. 

This promotion, we are advised, 
is to serve two purposes—to be 
used as a street car hand-down 
card, and, printed on lighter stock, 
as a handbill. 

S. C. R. PARKHURST, 

Copy Chief, Samuel C. Croot 

Company, New York. 


Advertisers—Speak Up! 

To the Editor: It seems strange 
that nowhere in the news about 
Esquire’s difficulties with the Post- 
master General has there been any 
mention of Esquire’s advertisers. 

Are not the advertising pages 
an integral part of any publica- 
tion? Yet not a single advertising 
trade paper has raised its voice to 
contend that advertising which 
gives news of styles and prices, of 
qualities and usefulness of mer- 
chandise is contributing to the 
public good. The publishers them- 
selves seem to have forgotten their 
advertisers in their protests of un- 
fair treatment and claims that the 
poupains should be permitted to 
ive. 

From time to time Esquire has 
shown me some impressive evi- 
dence of merchandising successes 
scored by advertisers in Esquire. 


This department is a reader’s forum. Letters are welcome. 


ing tieups with Esquire advertis- 
ing by department stores and 
men’s wear stores. Does not ad- 
vertising which sells merchandise, 
creates employment (in normal 
times), produces wealth, and satis- 
fies the desires of buyers promote 
public welfare? 
In most men’s wear stores and 
departments I have been in, copies 
of Esquire are available for refer- 
ence concerning prevailing styles 
in men’s furnishings. Are men to 
be denied their only style maga- 
zine while women continue to have 
their Vogues? By golly, there’s 
fuel for a crusade: “We Demand 
Men’s Rights!” 
There must be dozens of small 
manufacturers for whom Esquire, 
with its style conscious male audi- 
ence, is their principal advertising 
medium. Have they no right to 
consideration? 
Come, come. Where are all the 
defenders of advertising as a great 
economic force—a vital factor in 
creating and maintaining a better 
standard of living, and a’ that and 
a’ that? 

ADMANAGER. 


Universal Matches 


National in Trade Copy 


To the Editor: On the inside 
front cover of Super Market Mer- 
chandising is an advertisement for 
our client, Universal Match Cor- 
poration, which discusses how fire 
was made by the Egyptians 3,327 
years before matches were in- 
vented in 1827. 

On the back cover of that same 
issue is an advertisement for Na- 
tional Cash Register with the 
headline, “What Would We Do 
Without Matches?” 

This advertisement then goes on 
to discuss that matches were not 
invented until 1827 and talks of 
their being common everyday ne- 
cessities. 

This is another one of those co- 
incidences that could happen only 
in advertising, and is particularly 
interesting, inasmuch as Univer- 
sal’s ad also appears in the cur- 
rent ADVERTISING AGE. 

Louis E. WESTHEIMER, 

Westheimer & Co., St. Louis. 


45,000, is rapidly expanding with 
each battle-toll of disabled re- 
turned to America. 

To serve America’s war-dis- 
abled veterans, the DAV main- 
tains a National Service Bureau at 
Washington, D. C., full-time na- 
tional service officers located in 45 
out of 52 regional offices of the 
Veterans’ Administration, 40 state 
departments and 800 local chap- 
ters throughout the country. 

To “serve America’s deserving 
heroes,” the DAV “fights on five 
fronts” in the prosecution of its 
five-point program: the cutting of 
red tape, the establishment of 
eligibility, obtainment of suitable 
employment, assistance in emer- 
gencies, the encouragement of 
helpful legislation and the protec- 
tion of widows and orphans. 
Striking a keynote for the cam- 
paign, editorial artist C. D. Batch- 
elor, of the New York Daily News 
staff, has executed a drawing cap- 


tioned: “A Better Postwar World 
Must Dawn for These, Too.” 
Reuel Estill & Co., New York, is 
directing the campaign. 
DISABLED AMERICAN VETERANS. 


National Campaign, Hotel 
Biltmore, New York. 


Match Covers Carry 
Paper Salvage Appeal 

To the Editor: The enclosed 
“Save Waste Paper” flat cover is 
from book matches we are distrib- 
uting throughout the country in 
the interest of the current salvage 
campaign. 

Several millions of these book 
matches are being circulated by 
our jobber distributors to thou- 
sands of retail outlets. 

The advertising space upon the 
covers, which is ordinarily paid 
commercial advertising, was con- 
tributed by us in the interest of 
the salvage campaign and the war 
effort. 

Knowing your interest in the 
“Save Waste Paper” drive we 
thought you would be interested 
in hearing about this. 

W. E. SCAMAN, 

Match Corporation of Amer- 

ica, Chicago. 


Advertising Age, January 24, 1944 


Agency Advances 
Paper Saving Suggestion 


To the Editor: The number of 
magazines and newspapers which 
go unread into the wastebaskets of 
agencies and advertisers could be 
saved, and if they were sg; ved, 
would mean a substantial reduc. 
tion in the drain on the country’s 
supplies of paper. 

In line with this thought, we 
have just sent a letter (copy of 
which is attached) to publishers, 

Now we receive only publica. 
tions in which we are genuinely 
interested — publications which 
carry advertising for clients. 

The amount of paper which has 
to be hauled away by the janitors 
each night is far smaller. Pre. 
vious to this time we were receiy- 
ing regularly copies of publications 
in which we had not inserted ad- 
vertisements for many years. 

In line with the plans to con- 
serve paper, we are writing to 
publishers suggesting that our 
name be removed from their mail- 
ing lists to receive copies of each 
issue: 

“Please do not consider this a 
reflection on your publication or 


as any lack of appreciation of your 


IHC Reviews History 


To the Editor: We are sending 
the first copies of a booklet, “Food 
in War and Peace,” just off the 
press, to a select group of men and 
women in public life, leaders of 
agriculture, editors, educators, 
librarians, and other leaders of 
public opinion. 

The booklet was designed as a 
popular condensation and synthe- 
sis of existing knowledge on a 
subject which the war has raised 
to a position of dominating impor- 
tance. It is our hope that the 
booklet may contribute something 
to a wider popular understanding 
and knowledge of the subject. 

“Food in War and Peace” had 
its origin in a memorandum pre- 
pared for use within the company, 
which attempted to present a de- 
tached picture of the historical 
background of our industry, the 
supplying of mechanical power 
and equipment to the world’s food 
producers. 

DALE Cox, 

Director of Public Relations, 

International Harvester Com- 

pany, Chicago. 


Seeks Contest Sponsor 


To the Editor: The Disabled 
American Veterans, now complet- 
ing plans for a nationwide cam- 
paign for funds, seeks a national 
advertiser as a sponsor for a slo- 
gan contest. The organization’s 
objective is “to maintain and to 
expand the DAV’s vital program 
to insure prompt, free and un- 
stinted help to America’s service- 
disabled veterans.” 

Conceived and organized by dis- 
abled veterans following World 
War I, and chartered by Congress 
in 1931, the DAV is dedicated to 
America’s disabled veterans of all 
wars. It is administered by dis- 
abled veterans for disabled vet- 
erans. The organization’s member- 


come home’’—and after. 


ters of lowa’s towns and cities. 


I have seen numerous merchandis- 


ship, which now numbers around 


M*” a market may slip, slide or fade in the 
postwar days to come. But not the urban 
Iowa market. That market is yours “till the cows 


Nature arranged it so. Nature made the golden 
sun of lowa a little warmer and brighter . . 
corn taller... the hogs fatter. Nature rooted stable 
prosperity deep in Iowa's fertile earth. 


The stores that own those cash registers are as 
modern as any you will find. The people who 
patronize those stores have the same desire for 
what you have to sell. For, mark this well, lowa is 


7-—R. T. IOWA 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


Yours 


~ 


till the cows come home 


—-AND AFTER 


an urban market, placed within your easy reach by 
a newspaper which is read in every city, village and 
hamlet in the entire state . . . a newspaper which 


covers lowa’s buying power as completely as the 


. the 


blue sky covers Iowa's rich, rolling acres. 


Put R & T lowa on your list—now and for the post- 
war period. Tap the vast resources of this most stable 


of postwar markets. 


Nature will keep a steady flow of dollars rolling 
from lowa’s broad farm lands into the cash regis- 


Don't Miss One of 
America's Top 20 
Markets—R & T lowa. 
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gnding it to us regularly,” we 
tell them. “We feel, however, that 
it will contribute an infinitesi- 
mally small relief in the paper 
shortage situation if you will 
kindly remove our name from 
our mailing list. 

“Will you please send us copies 
of any issues in which advertising 
for our clients appears.” 

HENRY FLARSHEIM, 

Vice-President, The Phil Gor- 

don Agency, Chicago. 


Precocity on the Coast 
To the Editor: These Califor- 
nians have their own ideas on this 


WILLYOU GIVE ME 6 HOURS 


Even of you've never danced before— 
s of your age—if you can walk 
dancer in 


while our rates are still so low. 
until 10 PM. Phone WE. 5281. 
stops in front of o@e studio, 


ARTHUR MURRAY tn. 
The Child Guidance Nursery 


child guidance business, judging 
from this clipping from the Los 
Angeles Times. 

A FoRMER MIDWESTERN READER. 


Cites Value ‘of, Steady 


Market Area 


To the Editor: How to hold 
its own against the throbbing 
war-swollen industrial center 
metropolitan daily has been a 
serious problem for many small 
non-industrial city newspapers. 
Almost everyone thinks in terms 


NOW 
5,000 WATTS 
DAY & NIGHT - 600 KC 


The Only Columbia 
Station in Maryland 


PAUL RAYMER CO. Mat'l Sales Representative 
NEW YORK . CHICAGO - SAN FRANCISCO - LOS ANGELES 


of the big multi-million popula- 
tion center and rightly so— but 
such thinking should not obscure 
his vision to the importance and 
permanence of the smaller city 
markets. 

The enclosed folder, which is the 
first of a 1944 series being mailed 
to national advertisers and agency 
men by the Bloomington Panta- 
graph, shows how one progressive 
small city paper is taking its case 
to the advertisers. 

Other mailings to follow will 
discuss such subjects as “Are You 


which contrasts the permanent 
above-average Pantagraph land 
market year in and year out with 
the boomtime war-bloated indus- 
trial center. 

Another raises the question 
“Will They Be Ghost dollars in 
194X?” Advertising Dollars in- 
vested in Pantagraph land today 
will pay dividends to the adver- 
tisers next year and the year after 
because this is a market “an- 
chored in the soil.” 

In other words, through a thor- 
ough and searching analysis of its 


of its agency, believes that through 
the very medium of what it is at- 
tempting to sell others—advertis- 
ing—it can convince a_ greater 
number of national advertisers to 
invest a greater share of their ad- 
vertising appropriation in a mar- 
ket that’s neither up nor down but 
always good. , 

Incidentally, this campaign 
started last September with bigger 
than usual space for newspapers 
of its size, in trade publications 
serving the advertising and mar- 
keting groups. It will continue 


both publications and direct mail 
at frequent intervals. 
WILLIAM H. KINSALL, 
General Manager, Kane Ad- 
vertising, Bloomington, 


Ault Returns to Marietta 


Harry Ault, formerly advertis- 
ing manager of the American- 
Marietta Company, Chicago, man- 
ufacturer of paints and finishes, 
has returned to the company as 
sales promotion manager. He re- 
places R. A. Ornberg, who has 


Doing Business in a _ Trailer,” | self, the Pantagraph, with the aid 


throughout 1944 and will embrace 


The Post-Gazette Sold War Bonds 


IN every great national emergency the Government 
turns to the newspapers to inform the public and 
enlist its support. Bull Run had been lost and Presi- 
dent Lincoln knew that the nation faced a hard 
struggle. The Government appealed for a loan of 
$150.000,000—offering Treasury Notes that paid 
no mere modern 2.9 percent. but 7.3 percent. 


Like War Bonds of today. these Civil War notes 
were to be sold. according to the Pittsburgh Post 
of September 4, 1861—‘‘not to the capitalists of 


the great cities only—but to the people of the entire 
country.” 


An accompanying editorial could be reprinted 
today without the change of a word. It said—‘‘It is 
the duty of every citizen to aid the Government te 
the utmost extent of his power and we hope to see 
Pennsylvania do her proportion in furnishing the 
means as she has the men.” 


REPRESENTED 


"New York © Chicago © Philadelphia © Boston 


NATIONALLY BY PAUL 


There is a note of pride in that comment. We 
like it—and echo it today. Pennsylvania's sons have 
responded to the nation’s need as always. And it is 
furnishing the means as well as the men—money 
and munitions, steel and ships. It is a privilege to 
play some part in this effort—not only with the 
tangibles of news and advertising space, but with 
that intangible but all-important reader confidence 
that the Post-Gazette has built through 158 years 
of service. 


PITTSBURGH 
POST-GAZETTE 


Founded 1786 


BLOCK AND ASSOCIATES 
Los Angeles > 


Detroit San Francisco 


been inducted into the Army. 
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Gischel Named 
‘Industrial 
Adman-ot-Y ear’ 


Chicago, Jan. 18.—C. Elmer 
Gischel, advertising manager of 
Walter Kidde & Co., Bloomfield, 
N. J., manufacturer of Lux fire 
extinguishing equipment and Soda 
King soda syphon and_ super 
charger, has been named “indus- 
trial advertising’s man - of - the - 


year” for 1943, by the Copy 
Chasers of Industrial Marketing. 

Reproducing some of the out- 
standing advertisements prepared 
by Mr. Kidde, the Copy Chasers 
declare that they are “inviting, 
easy-to-read,” and “never dull.” 

“The standard of performance,” 
they commented, “the consistent 
goodness of the entire Kidde pro- 
gram is so fine that the man who 
put it all together, called the tune, 
and kept the whole business in 
harmony certainly deserves high 
commendation. We can give you 
bigger campaigns . . . fancier com- 
paigns . . . more spectacular art- 
work trickier story-telling. 
You, yourself, probably can think 
of some. But we know of no pro- 
gram that picks up a product story 
so naturally, so humanly, and then 
proceeds to tell it so easily, so in- 
terestingly, so individually. For 
our money this is the most im- 
portant virtue for any good adver- 
tising man.” 


Heads Alhambra Paper 


Alden C. Waite, formerly editor 
of the News-Press, Glendale, Cal., 
has been named publisher of the 
Post - Advocate, Alhambra, Cal., 


succeeding the late P. E. Ritcha. 


Mutual's 1943 
Billings Highest 
in Net's History 


New York, Jan. 20.—Mutual 
Broadcasting System’s gross bill- 
ings for 1943 reached the highest 
figure in the history of the net- 
work, with a total of $13,841,608, 
an increase of 43.6% over 1942, 
which totaled $9,636,122. 

Gross billings for the month of 
December, 1943, hit a new monthly 
high of $1,603,402, an increase of 
86% over the figure for December, 
1942, which was $861,815. 

A total of 60 sponsors spent $12,- 
527,800 with Mutual during 1943, 
with revenue from locally spon- 
sored programs totaling $1,313,- 
807. The list of sponsors with their 
total expenditures follows: 


1. Gospel Broadcasting Asso- 
2. R. B. Semler, Inc.......... 919,440 


3. Kellogg Company ......... 798,329 
670,230 
6. Zonite Products Corp...... 583,557 
7. Sinclair Refining Company 516,599 
8. Barbasol Company ....... 494,510 
9. Lutheran Laymen’s League 477,729 
10. Voice of Prophecy........ 474,786 
11. General Cigar Co.......... 439,352 


SEATTLE ... Poel of the Pacific Era 


WATCH SEATTLE when all-out war moves to 
the Pacific. Attack on the Japanese mainland 
will most likely be launched from Seattle. Be- 
cause Seattle is America’s port closest to the 


Orient! 


THE PORT OF SEATTLE, 


located in 


Puget Sound—has 193 miles of shore-line within the city area 


Port of New 
a York City. It has the 
a rare combination of 
both salt and fres 
water — > 
and is nown among 
OF SE At* seafaring men as “a THE 
good _ liberty port.” 
Before the war 95 
ship lines served 
Seattle they shall 


Tokyo is 4200 miles, on a close-to-land 
route from Seattle . . . and 4500 miles on the 
Great Circle all-sea route from San Francisco. 
Four transcontinental railroads serve Seattle 
and the Pacific Northwest from the industrial 
east where most war goods are produced. And 
Seattle is closer to these American industrial 
centers than any other Pacific Coast port! 


as the 


return, 
strengthened, 


@ Location from which 
above 


TIMES. 


the calm waters of 


about the same 


greatly 
seene was painted. 


Inc., NEW YORK CHICAGO 


Let these facts guide your thinking in placing 
the Port of Seattle’s importance in the peace- 
time future. Just as the center of civilization 
moved from the Mediterranean to the Atlantic— 
so today do we enter the Era of the Pacific. 
Through the Port of Seattle will flow millions 
of tons of American goods to progressive China, 
Siberian Russia, and Alaska. 
deserves a big place in your plans for the future. 
In Seattle most people read The SEATTLE 


It is the preferred newspaper in 7 


Seattle rightly 


out of 10 Seattle homes. 


Times 


LOS ANGELES e SAN FRANCISCO 


12. Gillette Safety Razor Co... 416,697 
13. Anacin Company ......... 409,663 
14. Young Peoples’ Church of 

15. American Cigarette & 

16. Lehn & Fink Products Co.. 341,494 
17. Lumbermens Mutual Casu- 

18. Detroit Bible Class (Radio 

270,370 
19. Campana Sales Company.. 185,890 
20. Petri Wine Company...... 184,031 
21. Wesley Radio -League..... 172,384 
22. Schenley Import Corp..... 167,116 
23. Richfield Oil Corp. of N. Y. 155,461 
24. Benson & Hedges......... 137,942 
25. Duffy-Mott Company ..... 132,745 
26. Metro-Goldwyn-Mayer ort 123,660 
27. Chef Boy-Ar-Dee Quality 

28. Employers’ Group _ Insur- 

ance Co. of Boston, Mass. 100,674 
29. Conti Products Corp....... 93,081 
30. Grove Laboratories ....... 91,734 
31. Serutan Company ........ 72,885 
32. Delaware, Lackawanna & 

Western Coal Co.......... 65,236 
33. Land O'Lakes Creameries. 60,716 
34. Prank H. Lee 54,864 
35. W. L. Douglas Shoe Co..... 54,441 
36. Loyal Order of Moose..... 49,366 
37. Harvel Watch Company.. 43,557 
38. Wilson Sporting Goods Co. 42,651 
39. Maryland Pharmaceutical 

40,755 
40. Consolidated Razor Blade 

41. Clark Brothers Chewing 

42. Coronet Magazine ........ 30,792 
43. Gotham Hosiery Co........ 30,629 
44. Lewis Howe Co............ 28,560 
45. Sherwood Brothers ....... 24,128 
46. National Small Business 

Men’s Association ....... 23,020 
47. People’s Church .......... 10,449 
48. Whitehall Pharmacal Co... 8,764 
49. American Bird Products.. 7,954 
50. Studebaker Corp. of Amer- 

ica (Pacific Diyision).... 5,880 
51. Jones & Laughlin Steel 

4,011 
53. Wright’s Automatic Ma- 

3,736 
54. McElroy Mfg. Corp........ 2,800 
55. Hoover Company ......... 2,730 
56. Curtiss-Wright Corp. ..... 2,293 
57. Bridgeport Brass Co....... 2,164 
58. Hercules Motors Corp..... 1,534 
59. Western Conference of 

60. Converse Rubber Co....... 966 


Locally Sponsored ........ 1,313,807 
Total for Year........ $13,841,608 


Forty-seven advertising agen- 
cies, plus direct business and local 
cooperatives, were represented in 
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the yearly total billings of $13,. 
841,608. 

The complete list of advertising 
agencies, with their total expendj. 
tures during the year, follows: 


1. Erwin, Wasey & Co....... $ 2,728,639 
2. R. H. Alber Company..... 1,566,139 
3. Ivey & Ellington.......... 1,176,109 
6. Wm. 997,167 
5. Kenyon & Eckhardt....... 798,829 
6. Hixson-O’Donnell Advertis- 

672,061 
7. G. C, Hoskin Associates... 174,786 
8. Ruthrauff & Ryan........ 157,662 
9. Aircasters, Inc. .......... 412,764 
10. J. Walter Thompson Com- 


11. Blackett-Sample-Hummert.. 
13. Gotham Advertising Com- 


14. Leo Burnett Company.... 282,125 
15. William H. Weintraub & 

16. Kelly, Zahrndt & Kelly.... 160,254 
17. Bermingham, Castleman & 

18. Al Paul Lefton Co......... 142,745 
19. Donahue & Coe........... 123,660 
20. Wallace-Ferry-Hanly Co... 118,933 
22. McJunkin Advertising Co.. 112,780 
23. H. B. Humphrey Co....... 100,674 
24. Russel M. Seeds Co........ 91,734 


25. Raymond Spector Co...... 72,885 


26. Aubrey, Moore & Wallace. 66,956 
27. Campbell-Mithun ......... 60,716 
28. Harold Cabot & Co........ 54,441 
29. Schwimmer & Scott....... 53,812 
30. Young & Rubicam........ 52,909 
31. L. W. Ramaey Co......... 49,366 
33. U. 8S. Advertising Corp..... 42,651 
34. The Joseph Katz Company 40,755 
35. Grey Advertising Agency.. 38,910 
36. Roche, Williams & Cun- 
37. Walker & Downing........ 32,140 
38. Sterling Advertising Agcy. 30,629 
39. Arthur Kudner, Ine....... 24,874 
40. Van Sant, Dugdale & Co.. 24,128 
41. Clements Company ....... 21,460 
42. Weston-Barnett........... 7,954 
43. Calkins & Holden......... 4,011 
44. Harvey-Massengale Com - 
3,736 
46. Clarence Juneau Agencies. 1,092 
47. Bresnick & Solomont...... 966 
6,499 
Local Cooperatives ....... 1,313,807 


Wray Joins KH] 


Leon Wray, formerly national 
advertising manager of the News- 
Press, Glendale, Cal., has joined 
the sales department of KHJ, Los 
Angeles. 
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Original Jeep’ 
Controversy Up 
in New Campaign 


Minneapolis, Jan. 18.—The bat- 
tle over credit for originating the 
first Jeep broke out on a new front 
last week, with Minneapolis-Mo- 
line Power Implement Company 
warning that “our light won’t stay 
under the bushel.” 

The Minneapolis company claims 
the original Jeep and is saying so 
in its most-widely circulated ad- 
yertisement in recent history. Back 
in 1938 its engineers were experi- 
menting with the conversion of a 
farm tractor to an artillery prime 
mover and in 1940 models were 
tested in maneuvers at Camp Rip- 
Jey, Minn., the copy claims. 

Already involved in the dispute 
over the Jeep are the Willys-Over- 
land Motors, Toledo, and Ameri- 
can Bantam Car Company, Butler, 
Pa. American Bantam, according 
to the Federal Trade Commission, 
should get the credit for origi- 
nating the Jeep. Willys-Overland, 
however, in a formal answer to an 
FTC complaint last summer con- 
tended that in 1941, after exhaus- 
tive Army tests, Willys’ own de- 
sign was adopted as standard for 
the Jeep. 


Uses Extensive List 


Minneapolis-Moline is telling its 
story in more than a score of 
metropolitan newspapers, farm 
papers and business papers. Color 
is used in some of the newspaper 
ads. In some _ publications the 
message alone is run, while in 
several instances paid “editorial” 
copy surrounds the ad. 

The penalty of being imitated 
attaches to all leadership, but giv- 
ing credit where credit is due re- 
mains a sterling principle even in 
wartime, the ad says, continuing 
that “current national publicity 
has obscured the fact that the first 
war machine named ‘Jeep’ was 
born at Minneapolis - Moline and 
christened at Camp Ripley, Minn. 
(with apologies to Ripley—‘be- 
lieve it or not’).” 

_ The new Army vehicle tested 
in 1940 “was not a crawler, trac- 
tor, truck nor tank, and yet it 
could do almost anything and it 
knew all the answers,” the ad con- 
tinues. “Because of this, it brought 
to mind the Popeye cartoon figure 
called ‘Jeep’ which was neither 
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FREE & PETERS, 


fowl nor beast, but knew all the 
answers and could do most any- 
thing. The National guardsmen 
therefore named the vehicle the 
‘Jeep.’ ‘The Jeep’ name therefore 
is not a contraction of the term 
General Purpose (GP), and if it 
really had been, no doubt ‘Jeep’ 
would have been spelled ‘Geep.’ ” 


Eyes Postwar Business 


Obviously aimed toward postwar 
business, the ad emphasizes that 
Minneapolis-Moline, though it has 
earned three gold stars, flies the 
Army-Navy “E” flag and the Army 
ordnance banner, and is probably 
the first farm machinery company 
to be awarded the Maritime “M,” 


is basically a farm implement 
manufacturer. Says the copy: 
“Minneapolis-Moline builds many 
other products (besides Jeeps) for 
the armed forces and all the farm 
machinery and tractors allowed 
under government limitation ord- 
ers for which materials can be 
obtained.” 

Backing its claim to priority on 
the Jeep name, M-M uses the paid 
editorial space around the adver- 
tisement proper to reproduce of- 
ficial correspondence, also quoting 
from various articles which were 
printed in 1940 and 1941. 

Graves & Associates is the 
agency. 


Fan Magazine Launched 


Screen Stars, new movie maga- 
zine, made its debut on news- 
stands last week. Martin Good- 
man, publisher, sdid eight pulp 
magazines in the American Fic- 
tion Group were discontinued to 
make paper available for the new- 
comer. 


Wilner to Rambeau 


George M. Wilner, formerly with 
MacFarland, Aveyard & Co., Chi- 
cago, has joined the sales staff of 
William G. Rambeau Company, 
radio station representa- 
ive. 


Oneida Adds to List 


Oneida, Ltd., has added Charm, 
Cosmopolitan, Glamour, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life and Mademoiselle to the 
magazine list in which it is using 
full pages for Community Plate. 
BBDO is the agency. 


Promoted by ‘Times’ 


Charles Schumann, financial ad- 
vertising manager, New York 
Times, has been appointed assist- 
ant to Max Falk, national man- 
ager. B. H. Leather, of the na- 
tional department, succeeds Mr. 
Schumann as financial manager. 


The More Women at War— 
The Sooner We’ll Win 


Women by the millions must work in war plants — 
carry on vital civilian services—telease men for com- 
bat by joining the WAVES, WACS, SPARS and 
MARINES—because even though shifts in schedules 
occasionally cause local, temporary layoffs—the man- 
power situation grows tighter every day. 

Millions of women are already in war work. But 
millions more must be recruited — mostly from among 


Your Ads can help Shorten the War 
supporting the 


campaign 


women who do not yet realize how badly they are needed. 

This is a tremendous educational job. The wo- 
men of America must be made to realize that in war- 
time, just as men of military age must fight, women 
of working age must work. This requires repetition of 
facts and appeals which only advertising can provide. 

Many national advertisers have already helped— 
many are continuing to help—but much more adver- 


tising support is needed. 


For official, government-approved information 
concerning the “‘overall’’ womanpower campaign, 


write to War Advertising Council. 
7 


* 
War Campaigns Needing , 
in 
Advertising Support for services 
Absenteeism 
Anti-inflation re) ES women 
Cadet Nurse Recruiting AR Of chous® jacements hed 
Conservation of Critical pos bet - ye marines 
WAR ADVERTISING COUNCIL, INC. soldiers, 
Food Fights for Freedom $0 East 42nd Street, New York 17, New York for com 
Information Security A non-profit organization representing all 
V-Mail phases of advertising, created to mobi- 
lize the power of advertising for Victory. 
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Heads New Harvester 


Truck Division 

P. V. Moulder, formerly assistant 
to the second vice-president of 
International Harvester Company, 
Chicago, has been named general 
manager of the company’s newly- 
created motor truck division, 
which will have control of design, 
production and distribution of In- 
ternational trucks. 

Appointees to the divisional ex- 
ecutives staff include W. C. Schu- 
macher, manager of sales. 


t Burton Browne 
client has a com- 
petitor with better 


advertising ’’ 


BURTON 
BROWNE 


CHICAGO « DEL. 3800 


Van Camp's Show 
Begins Jan. 31 


Indianapolis, Jan. 18. — Van 
Camp’s, Inc., Indianapolis, will 
sponsor Vincent Lopez and his 
orchestra over 133 Mutual stations 
beginning Jan. 31. Titled “Lunch- 
eon With Lopez,” the program will 
originate from the Taft Hotel in 
New York and will be heard Mon- 
days, Wednesdays and Fridays, 
1:30 to 1:45 p. m., EWT. Ten- 
deroni and other Van Camp’s food 
products will be promoted. Cal- 
kins & Holden, New York, is the 
agency. 


Lady Esther Renews 


Lady Esther Ltd. has renewed 
“Screen Guild Players” over the 
full CBS network, including CBS 
stations in Montreal and Toronto, 
effective Feb. 14. Originating from 
KNX, CBS-owned outlet in Los 
Angeles, the dramatic program is 
heard Mondays 10 to 10:30 p. m., 
EWT. The Biow Company is the 
agency. 


Ford Presents Choir 
Ford Motor Company has sub- 


stituted “Greenfield Village Choir” 
as the regular Sunday offering of 
its Monday-through-Sunday news 
broadcasts heard 8 to 8:15 p. m,, 
EWT, on 156 Blue stations. J. 
Walter Thompson Company is the 
agency. 
Southern Cotton Renews 


Southern Cotton Oil Company 
has renewed its “Neighbors-Irene 
Beasley” program over CBS, effec- 
tive Feb. 28, in behalf of Wesson 
Oil and Snowdrift. The musical 
program is heard Mondays through 
Fridays 3 to 3:15 p.m., EWT. Start- 
ing Feb. 28 the broadcast time will 
be changed to 3:15 to 3:30 p.m., 
EWT. At present 44 CBS stations 
carry the program. Kenyon & 
Eckhardt is the agency. 


National Dairy Renews 


National Dairy Products has re- 
newed its Sealtest program, star- 
ring Joan Davis-Jack Haley, over 
69 NBC stations. McKee & Al- 
bright is the agency. 

Other NBC renewals are the 
“Molle Mystery Theater’, for 52 
weeks, effective Jan. 25, sponsored 
by The Centaur Company over 55 
stations, via Young & Rubicam. 

Lever Brothers is continuing 


rationing. 


A Chilte: © Pwblication 
100 424 Street, Ncw Y 


Essential 


Shoes are essential — so essential that there is no 


question about the wisdom of sensible war-time 


But when it comes to shoes for tiny tots and 
primary graders, ordinary rationing is not enough. 
Their need must be met. 

Fortunately for 133,000,000 Americans, the shoe 
industry is alert and on the job. Crusading in its 
behalf and in behalf of sound government procedure 
to meet the needs of children as well as grown-ups 
is the war-time Boot and Shoe Recorder — the 
National Voice of the Trade. 


In its fighting pages more than 15,000 manu- 
facturers, suppliers and leading retailers find in- 
spirational leadership, interpretation of war-time 
regulations, essential news, merchandising and 
management guidance. 


a 


Here, too, advertisers with lines geared to a war 
economy secure trade acceptance, build good will 
and open up the road for postwar leadership. You 
] in good company when you advertise regu- 


“Bob Burns, the Arkansas Trav- 
eler” for 52 weeks, for Lifebuoy 
soap, over a 74-station network, 
through Ruthrauff & Ryan. 

Also renewed for 52 weeks, be- 
ginning Jan. 18, over the full NBC 
network, is the Philip Morris show, 
“Johnny Presents,” with The Biow 
Company the agency. 

For Phillips Milk of Magnesia, 
Chas. H. Phillips Company has re- 
newed “Waltz Time” over 74 sta- 
tions, effective Jan. 28, through 
Dancer-Fitzgerald-Sample. 
Petroleum Advisers has renewed 
the “Cities Service Concert” on 65 
NBC stations, effective Jan. 28, 
when the popular musical program 
will begin its 18th consecutive 
year as an NBC feature under its 
present sponsorship. The program 
is heard Fridays at 8 p. m., EWT, 
and presents a concert orchestra 
directed by Frank Black, with Lu- 
cille Manners and Ross Graham as 
vocalists, and a mixed chorus. 
Foote, Cone & Belding is the 
agency. 


Renews Renfro Valley 


Ballard & Ballard Company, 
Louisville, has renewed “Renfro 
Valley Folks” over 22 CBS sta- 
tions in the South, effective Feb. 2. 
Heard in behalf of Ballard’s Obe- 
lisk flour, the hillbilly variety 
show is heard Wednesdays and 
Thursdays 8:15 to 8:30 a. m.,, 
EWT; Fridays 8:15 to 8:45 a. m., 
EWT, and Sundays 9:15 to 9:45 
a.m., EWT. Henri, Hurst & Mc- 
Donald is the agency. 


Promotes Postwar Line 


Beeson-Faller-Reichert, Toledo, 
O., has been appointed by Gerity- 
Adrian Mfg. Corporation, Adrian, 
Mich., to handle new promotion 
for its postwar line of Gerity bath- 
room accessories, medicine cabi- 
nets and plumbing hardware. The 
campaign will be used in plumb- 
ing, building, architectural and 


Agency Postwar 
Programs Weak, 
4-A Study Shows 


New York, Jan. 19.—Although 
some of the nation’s advertising 
agencies have increased their per. 
sonnel to help clients work with 
new products, by and large post- 
war planning preparations of these 
agencies and their clients are not 
as thorough as they could be 
according to a survey just com- 
pleted by the American Associa. 
tion of Advertising Agencies. 

Comparatively few agencies 
have made any real organizational 
changes to meet postwar problems, 
the report shows. Postwar plan- 
ning committees have been set up 
in a fairly large number of agen- 
cies. In the smaller agencies plan- 
ning programs generally fall to the 
president or vice-president. 

Account executives in larger 
agencies direct postwar activities, 
it was pointed out. Most agencies 
reported little systematic checking 
of their clients on postwar plan- 
ning mainly because they had no 
organized planning operation. 


F. A. Ewald Promoted 


Frederic A. Ewald, New York, 
district manager for Modern In- 
dustry, has been appointed east- 
ern district manager, with head- 
quarters in Philadelphia. Willard 
J. Haring, Philadelphia manager, 
has been commissioned a lieuten- 
ant in the USNR. 


Otten Heads Weekly 


Netherland Publishing Corpora- 
tion, New York, has elected P.F.S, 
Otten, Philips Lamps & Radio, its 
new president and chairman of the 
board. The corporation publishes 
Knickerbocker Weekly, only Neth- 
erlands magazine in the United 


hardware publications. 


States. 


duction—producing ships 


greatly accelerated scale 


tise now in 


“HITCH YOUR WAGON TO A STAR” 


is just another way of saying 


“ADVERTISE YOUR PRODUCT 
IN THE CHARLESTON 


an amazingly fast rate and on continuing schedules. 


Yet Charleston is not a war baby. The much dis- 
cussed expansion at Charleston—population, indus- 
try, business—had its beginning long before hostili- 
ties started and was simply given a tremendous 
push by what happened at Pearl Harbor. 


That augurs well for post-war development . . 
cause the contribution Charleston was making to 
the national welfare before the war—and on a 


vitally needed in the role America must play after 
the war in a world that needs rebuilding. 


For immediate results—or to prepare this promising 
post-war market for the acceptance of your product 
when it is ready for peacetime distribution, adver- 
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Sonora Readies 
Spring Drive in 
Recording Field 


Chicago, Jan. 20.—-After 18 
months of product research and 
marketing tests, Sonora Radio & 
Television Corporation will ex- 
pand its activities in the recording 
feld this spring by adding to its 
national advertising campaign a 
series of ads devoted exclusively 
to phonograph records, Joseph 
Gerl, president, said this week. 

The business paper campaign is 
scheduled for a list of 11 publica- 
tions While the general magazine 
list includes Cosmopolitan, Lib- 
erty, Look and Redbook. Plans 
are also being made for an in- 
creased schedule in the fall. 

Full-page, four-color advertise- 
ments, emphasizing the Sonora 
theme, “Records Today, Radios 
Tomorrow,” have been appearing 
in American Home, American 
Magazine, The American Weekly, 
Cosmopolitan, Esquire, Life, Red- 
book and Time. All Sonora adver- 
tisements and records bear the 
trademark, “Clear as a Bell.” 

Mr. Gerl said that the record- 
ings will be made in Mutual 
Broadcasting System studios in 
New York and that arrangements 
have been made with the Ameri- 
can Federation of Musicians for 
clearance of the records. 

The initial series of recordings 


will consist of “Melodies That Will | 


Live Forever,” and will include 
Strauss waltzes, Gypsy music, fa- 
mous arias from operas, and ex- 
cerpts of current and former hits. 

Weiss & Geller, Chicago, is the 
agency. 


Blue Affiliates 


Elect Committeemen 


Affiliates of the Blue Network 
have completed the election of 
committeemen to serve as repre- 
sentatives on the Blue stations’ 
planning and advisory committee, 
established in 1942 to advise 
and assist the management in the 
operation of the network. Fol- 
lowing are the new committeemen 
elected: 

William A. Riple, Station WTRY, 
Troy, N. Y.; Allen Campbell, 
WXYZ, Detroit; C. T. Hagman, 
WTCN, Minneapolis-St. Paul, re- 
placing Earl May, KMA, Shenan- 
doah, Ia.; Henry P. Johnston, 
WSGN, Birmingham, Ala.; Harold 
Hough, KGKO, Ft. Worth-Dallas; 
and Frank C. Carman, KUTA, Salt 
Lake City, replacing Duncan Pyle, 
KVOD, Denver. 


Fay to ‘Holland's’ Staff 

Frank J. Fay, formerly of Guide 
Publications, has joined the east- 
ern advertising staff of Holland’s 
Magazine in New York. 


/ Listen to 


Folks who work with their hands .. . 
prosperous factory and farm families who 
Make up more than 70% of the buying 
Market . . . these are the ones who have 
listened and lived with WDZ for 23 years. 


Having learned how to touch the heart- 
strings of these impressionable folks, the 
result has been VOLUME RESPONSE. 
Scores of advertisers, largest to smallest 
have tried and marveled at WDZ’s pure 
“Directional Programming.” Why not feel 
this pull yourself—at exceedingly mod- 
trate WDZ rates? Write . 


HOWARD H. WILSON CO., Representatives 
New York Chicago San Francisco Hollywood Seattle 


TUSCOLA, ILLINOIS 


anuary 24, 1944 


J&H States Case 


Jack & Heintz, Cleveland, placed 
1,250 line ads last week in about 
60 dailies in industrial cities across 
the country where it has outlets 
for its aircraft parts, to tell Amer- 
ica the company will be “rene- 
gotiated” out of business by a 
recent war price adjustment board 
ruling which claims the govern- 
ment is due $7,000,000 through re- 
negotiation of 1942 Jack & Heintz 
profits. Jones & Brakeley, New 
York, placed the copy. 


WPB RevisesOrder 
on Manufacture of 
Vending Machines 


Washington, D. C., Jan. 19.— 
Improved supplies of iron, steel 
and zinc have resulted in changes 
in WPB regulations on vending 
machines, to permit the manufac- 
ture of sanitary napkin machines 
this year at three-quarters of the 
rate for the year ending June 30, 


1941. Although other vending ma- 
chines, such as those used to dis- 
pense beverages, cigarets, candy, 
nuts and chewing gum, are under 
L-27, the same order which applies 
to the sanitary napkin machines, 
their manufacture, suspended since 
April 30, 1942, will continue to be 
banned. The napkin machines had 
been in production at a fourth of 
the 1941 rate. 

The plan for production of the 
additional sanitary napkin ma- 
chines follows the general outline 
of the OCR electric iron program, 


with provisions for each manufac- 
turer to make or have made for 
him, a specific quota of machines. 
Manufacturers who will do the 
actual producing are located in 
areas where labor and facilities 
are available. 


Fritzsche Joins Caples 

Charles P. Fritzsche, formerly 
of Lord & Thomas, Donahue & Coe 
and Geyer, Cornell & Newell, has 
joined the staff of The Caples 
Company, New York. 


It’s a whisper 


Test Today’s 
New South 


with Holland‘s 


that’s growing every day—a whisper that perhaps you have overlooked in the 
rush of winning the war—but a whisper that many American businesses with their ear to the 
ground are hearing and heeding. Something IS brewing in today’s new South and out of it 
is coming the most extensive and the richest merchandising frontier America has ever known. 
The new industrial South with its aircraft plants, mines, chemical plants, rubber plants, glass 

plants and myriads of new and stable industries together with the largest and richest agricul- 

tural production the South has ever known, is putting money in the pockets of the entire 
Southland—money that is ready, and waiting to be spent on new refrigerators, new cars, new 

homes, new foods, new drugs and every kind of necessity and accessory that will make post- 

war living in the new South better than ever before. Now is the time to win good will, 

acceptance and friendship that will spell sales, both immediate and post-war, by advertising 

to today’s new South in Holland’s—the magazine of the new South! 


The Southland Leads America in Gain in Department Store Sales! 


Department store sales have risen 14% throughout America during the last 9 
months—but they have literally leaped ahead in today’s new South! Leading all of 
America in the percentage of gain is the Dallas Federal Reserve district with a 39% 
gain. And right on the heels of Dallas comes the Atlanta district with a 31% gain. 
Equalling the national gain of 14% is the Richmond district. Department store sales 
are just one of the multitude of whispers that are pointing the finger of the future 4 
at today’s new South! 


48% More Reader Interest in Holland’s Than Any Leading Nationals 


In today’s new South there is 48% more reader interest in Holland’s Magazine than 
in leading national magazines in proportion to circulation, according to a L. M. Clark 
Reader Interest Survey. And the reason’s simple. Holland’s offers more than just circu- 
lation, more than just readers with dollars. Holland’s is tumed to the character of the 
South and holds the confidence of the South’s best families. Holland’s will help you 
put the welcome sign in the window for your products. A few choice color positions 
for your 1944 schedules are still available. Write, wire or phone today and be on the 
ground floor of the market that is brewing in today’s new South! 


Hollands 


The Magazine of the New South 


52 VANDERBILT ies YORK 


75 EAST W. 
GLOBE DEMOCRAT BUILDING, ST. LOU! 


— DRIVE, CHICAGO 


West Coast Representatives: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 


GARFIELD BUILDING, LOS ANGELES 
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Most Distillers Plan 
Maintain Ad::Schedules 


expect that the mammoth total can 
be maintained in 1944, what with 


But Advertising 
to Concentrate 
on Fewer Brands 


By IRVING GENATT 


New York, Jan. 20.—Liquor in- 
dustry executives, who need no 
catechism .on the fundamental 
value and importance of sustained 
advertising in impressing brand 
names upon the public mind, have 
every intention of maintaining 
their advertising programs in the 
face of a host of troubles besieging 
them. 

However, with the industry 
more than ever in the Washington 
limelight, advertising schedules 
for established brands are not be- 
ing planned too far ahead since no 
one can safely predict what the 
picture may be from month to 
month. Some distillers have indi- 
cated that continuing shortages 
will tend toward a retrenchment 
in their ad budgets, while on the 
other hand, should the govern- 
ment permit resumption of liquor 
distilling — and Washington has 
already declared against it—an in- 
crease in advertising schedules 
may be looked for, even though 
the industry would have to scratch 
for publication space. 


Magazine Copy Hits Peak 


Liquor and wine advertising in 
106 national magazines totaled 
$13,317,433 in 1943, compared with 
$9,169,094 in 102 magazines the 
previous year, for a new high 
record. Totals for 1943 advertising 
in newspapers are not available, 
although this medium, too, carried 
many extensive compaigns. Few 


“What’s In It for Me?”, was pro- 
duced for showings to distributors, 
salesmen and dealers last April, 
and a new slide film, “What Are 
You Doing Today for Tomorrow?”’, 
is currently being shown to the 
trade. Both attempt to outline 
the evils which have _ resulted 
from merchandise shortages, and 
to foster sound, intelligent policies 
by the industry. 


shortages of both products and ad- 
vertising space, but a review of the 
liquor field reveals that in spite of 
the industry’s multitudinous prob- 
lems, most companies plan to main- 
tain advertising and promotional 
effort at high levels. 

Schenley plans for 1944 call for 
no lessening in advertising, with 
emphasis being placed on the same 
brands currently in distribution— 
Schenley Reserve, Three Feathers, 
I. W. Harper, Old Charter, and 
Coronet brandy. Flexibility is the 
keynote, however. As with other 
leading distillers, Schenley has 
been broadening its field by ac- 
quiring winery and brandy prop- 
erties, and in November made a 
major move into the beer field by 
gaining control of Blatz Brewing 
Company, Milwaukee. It is airing 
the Cresta Blanca Carnival weekly 
over CBS for one of its wineries, 
and carrying another program on 
Mutual for Dubonnet wine. 


Uses Quarterly Plan Basis 


Seagram Distillers Corporation, 
probably the biggest advertiser in 
the field, with 1942 expenditures 
of $4,500,000, plans to continue its 
wartime advertising without much 
change. This advertising is de- 
voted to win-the-war themes, to 
publicizing the “share the supply” 
idea, and-to maintaining public 
acceptance for the company’s 
products. Seagram brands cur- 
rently featured include V. O. 
Canadian whisky, Wilson “That’s 
All” whisky, and White Horse 
Scotch, but most of the company’s 
advertising is of an institutional 
character. 


A full-length color movie, 


By all comparisons, KXYZ is your best radio buy in Hous- 
ton today. Rates still are at rock bottom .. . KXYZ pro- 
grams have excellent Hooper rating . . . and there remain 
a few select network and spot availabilities. Your Branham 
man has all the facts . . . telephone or write him today. 


KXYZ 


NOW 5,000 WATTS 
‘HOUSTON, TEXAS 


© represented by The Branham Company 


BUY BOTH! KXYZ AND KRIS, CORPUS CHRISTI — A MONEY-SAVING COMBINATION 


National Distillers Products Cor- 
poration reports that ad schedules 
are being planned on a quar- 
terly basis, but that there will be 
no appreciable change in promo- 
tion unless industry conditions get 
PM De Luxe whisky is 
being featured in four-color maga- 
zine pages and occasional news- 
paper insertions, with other Na- 
tional products currently being 
promoted including Old Crow, Mt. 
Granddad and Old 
Overholt, Lejon brandy, and Ron 


Vernon, Old 


Acquires Frankfort 


Last November Seagram ac- 
quired Frankfort Distilleries for 
$43,000,000, adding to its holdings 
such well-established and strongly 
advertised brands as Paul Jones 


and Four Roses. Frankfort will 


transfer its sales, accounting and 
advertising departments to New 
York from Louisville shortly, but 
will continue under the same 
management and policies. 

Color advertising for Four Roses, 
employing rich backgrounds, will 
continue, but the camel which has 
marked advertising for Paul Jones 
for several years was recently 
dropped in favor of a more con- 
ventional approach. 

Carstairs Bros. Distilling Com- 
pany, a Calvert division, bases its 
advertising appropriations on the 
number of cases sold, and there- 
fore ad expenditures during 1944 
are likely to be lower than in 
1943. About 75% of Carstairs’ 
1943 promotion was devoted to 
war-effort copy, the remainder 
explaining some of the reasons 
for shortages of the brand, and 
this type of effort will be con- 
tinued in 1944. 

As in the past, newspapers will 
get the bulk of the Carstairs ad- 
vertising, with direct mail, maga- 
zines and car cards used as sup- 
plemental media. 


Much War-Effort Copy 


William Jameson & Co., division 
of Seagram, anticipates no de- 
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crease in advertising for Gall .gher 
& Burton’s black label whisky, 
The company’s appropriations are 
set up from July to July and firgt 
half advertising will continue un. 
changed. 

Calvert Distillers Corporation, g 
Seagram affiliate, will devote 
much of its space to war - effort 
copy, starting with a big campaign 
using 225 newspapers, car cards 
and posters in behalf of the 4th 
War Loan. “Metropolitan Mo. 
ments,” small-size high-frequency 
newspaper ads featuring humor. 
ous cartoons by Ely, will continue 
to plug the Calvert name. In ad- 
dition, four-color pages in national 
magazines are currently featuring 
Lord Calvert. 

Hiram Walker - Gooderham & 
Worts will use approximately the 
same amount of magazine and 
newspaper space this year as last, 
major emphasis being given to 
Imperial, Canadian Club and 
Walker’s De Luxe, with about 90% 
of all advertising tying up with 
government campaigns. Imperial 
copy runs in newspapers, and cur- 
rently expounds the basic phil- 
osophy of rationing; Canadian 
Club is concentrated in magazines 
and plays up the good neighbor 
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policy; Walker’s De Luxe runs in 


magazines and newspapers and 
also publicizes various war themes. 

Once every six weeks the com- 

y runs special insertions for 
Imperial to tell the public “Why 
your Imperial Dealer has to answer 
‘yes’ and ‘No’” and to explain the 
limited supplies of the product. 

Last month Hiram Walker ac- 
quired the Mattaldi-Simon distil- 
jery, Argentina, said to be the only 
sizable grain distillery in that 
couniry. 

Fleischmann Distilling Corpora- 
tion, subsidiary of Standard 
Brands, continues to run straight 
product copy in advertisements 
for domestic whiskies and rum 
while Black and White Scotch ties 
in a substantial number of adver- 
tisements promoting war - effort 
drives. 

Park & Tilford Import Corpora- 
tion is keeping many of its brands 
well advertised via newspapers, 
magazines and hotel and liquor 
publications. Vat 69 Scotch, Park 
& Tilford Reserve, Park & Tilford 
Private Stock, Booth’s House of 
Lords gin, Brugal rum and Har- 
vey’s wine are a few of its brands 
featured in current advertising. 


Glenmore Distilleries Company 
concentrates its advertising on 
Kentucky Tavern bourbon, em- 
ploying four-color pages in gen- 
eral magazines. 

American Distilling Company, 
which recently gained the lime- 
light through its plan for selling 
its inventory to stockholders, mar- 
kets such old-established brands 
as Good Old Guckenheimer, 
Sandy MacDonald _ Scotch, 
Meadowbrook, Briarcliff, and 
others, none of them advertised 
heavily at the present time. Ad- 
vertising plans for 1944 have not 
been formulated. 

In August, 1943, American Dis- 
tilling purchased an interest in the 
Moxie Company, which owns 
Moxie, said to be the oldest brand 
name for a soft drink in this coun- 
try. The company also made 
arrangements last year with Coun- 
try Distillers and Ben-Burk, Inc., 
to package and market the Coun- 
try Distillers inventory under the 
“Old Mr. Boston” label. 

Canada Dry Ginger Ale wil] 
continue advertising its major 
liquor products, Johnnie Walker 
Scotch, which is featured in news- 
papers and magazines, and Fine 
Arts whisky, I. V. C. wines, 


Nuyens cordials and Daiquiri rum, 
running in magazines and trade 
publications, with point of sale 
continuing for all products. 

Ronrico Corporation will carry 
on a more vigorous advertising 
and promotion program than ever 
during 1944 for Ronrico rum. The 
schedule includes 27 weekly, 
monthly and semi-monthly maga- 
zines of national circulation; 
newspaper advertising, confined to 
California and Florida, and local- 
ized outdoor and car card adver- 
tising. 

Brown - Forman Distillers Cor- 
poration continues to advertise its 
Old Forester bourbon via four- 
color pages in several national 
magazines. 

Continental Distilling Corpora- 
tion launched its 1944 campaign 
for Philadelphia blended whisky 
with four-color ads in December 
issues of 12 magazines. 


Many Brands Disappear 


Despite the sizable volume of 
liquor advertising currently ap- 
pearing, all companies have found 
it necessary to eliminate advertis- 
ing for some brands because of 
shortages, even though these 
brands have been the most promi- 


nently advertised in former years. 


Industry Promotion Used 


In addition to individual adver- 
tising by distillers and members, 
a considerable volume of industry 
promotion has developed to ex- 
plain shortages and for other pub- 
lic relations purposes. Notable in 
this connection have been the ad- 
vertisements of the Distilled 
Spirits Institute, which has placed 
considerable newspaper copy ex- 
plaining the reasons for shortages, 
and which probably will place ad- 
ditional informative copy later. 

The Conference of Alcoholic 
Beverage Industries, of which the 
Distilled Spirits Institute is a 
member, ran a 1,500-line ad in all 
New York City dailies this week, 
urging consumers to pay no more 
than OPA ceiling prices. This copy 
will appear in other markets 
shortly. 

Allied Liquor Industries, nation- 
wide public relations organization 
for the liquor industries, is also 
entering the promotional picture 
with a pamphlet, “Why Whisky Is 
Scarce,” which it plans to supply 
in vast quantities to bars and 
package goods stores for distribu- 
tion to customers. 


Pulpwood Shortage 


Pulp and paper are recognized as critical war materials. But the pro- 


duction of pulpwood does not offer the glamorous jobs and high wages 


Ric 


this desperate situation. Wire your Senators and Congress- 
men to see that pulpwood production is increased. This 


situation is critical, and it is the problem of all America! 


to be had in war plants. As a result, pulpwood production today is but 
85% of normal, at a time when the need is the greatest in history. 
Millions of cords normally stored in wood yards already have been 
completely exhausted. Mills operate short time. The flow of pulp and 
paper is being cut drastically. Pulp is needed for ammunition, rayon 
parachutes and surgical dressings; by-product tannic acid for tanning 
leather; paper for packing food, shells, blood plasma, sulfa drugs and 
medicines, replacement parts for guns and planes. Shortages already 


are felt in every home front activity. It is time that America awoke to 


CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C. ... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 
Tablet Writing and Papeteries. . . 2,000,000 Pounds a Day ‘ 


DISTRICT SALES OFFICES 
NEW YORK CHICAGO PHILADELPHIA CLEVELAND* BOSTON «ST. LOUIS * CINCINNATI * ATLANTA 


A real go-getter, our 
KSTPete! ... nothing “John 
Aldenish” about him. 


He’s wooed — and won — 
rural Minnesota listeners 
with direct action — special- 
ized programming backed 
by an unusual, state-wide 
audience promoting cam- 
paign. 

By now, KSTPete doesn’t 
have to “speak for himself,” 
but he’s continuing to court 
their favor and their listener- 
ship with regular promotion 


like this: 


], Lively ads every month in 
The Farmer, which goes 
into 147,000 Minnesota 
farm homes. 


2. Full-page ads monthly in 
Land O’Lakes News, reach- 


ing 65,000 prosperous Min- ° 


nesota dairy farmers. 


3, Listener-winning ads week 
after week in 344 country 
newspapers. 


4, Personal appearances of 
KSTP’s Barn Dance group 
in Minnesota towns. 


5,.“On the Minnesota Farm 
Front,” eagerly-read column 
by Harry Aspleaf, KSTP’s 
Farm Service Director, pub- 
lished weekly by 81 country 
papers. 

6. “Around Radio Row,” 
radio news-and - gossip 
column, published weekly 
by 70 country papers. 


This well-planned, aggressive 
audience promotion campaign is 
still continuing to build a larger 
and more lucrative plus for KSTP 
advertisers. Some buy, when you 
can use one station to sell the vital 
Twin City Market and get result- 
ful plus coverage of a great and 
growing rural audience in the 
nation’s fifth richest farm state! 


50,000 WATTS... 
Clear Channel 


Exclusive NBC Affiliate for 
the Twin Cities 


Represented nationally 
Edwerd Petry and 
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Hires to Expand 
Its Advertising 


Philadelphia, Jan. 18. — Charles 
E. Hires Company, which is cur- 
rently, running a campaign for its 
root beer in 80 dailies in 70 cities 
where franchised bottlers of its 
product operate, is planning to 
expand this drive in the spring to 
cover territories in which com- 
pany-owned plants are located. 
The present campaign employs 


THEY GET 


7-BILLION 


FROM A FEW MILLIONS 


They get it from a market many of their 
big competitors have overlooked. Per- 
haps, you, too, are overlooking the 7-bil- 
lion dollars spent yearly by American 
Negroes. So find out how advertisers in 
ns ro field are reaching biggest markets 

ittlest costs. Write today to Inter- 
fe United Newspapers, Inc., 545 Fifth 
Avenue, New York 17, New York and be 
ready for some startling, profit-revealing 
facts. 


*Canadian Home Journal..............-- 
*Chatelaine 
l*Liberty 

*Maclean's 
*Mayfair 

*National Home Monthly...............- 
*New World 


Total Group 


Canadian Countryman 
*Country Guide 
1*Family Herald & Weekly Star: 

Eastern Edition 

Western Edition 
‘Farm & Ranch 
iFarmer’s Advocate & Home Mag........ 
1*Free Press Prairie Farmer............ 
1*Western Producer 


Total Group 


*Figures received from publisher. 
IDecember figures. 


including Weultey and in Canadian Farm Papers 


JANUARY CANADIAN MAGAZINE LINAGE 


1943 


Pages Lines Pages Lines 
| 12,054 21.5 14,639 
. 15.6 10.611 20.6 14,047 
. 30.9 13,245 24.9 10,663 
. 36.2 24.641 25.3 17,171 
. 18.7 12,590 22.8 15,336 
9,563 12.2 8,287 
. 32.4 22,022 20.1 13,662 
‘ 104,726 147.4 93,805 
. 18.8 13,191 16.9 11,802 
« TRF 12,757 18.8 13,526 
- 26.7 27,191 23.5 23,939 
. 25.2 25,695 22.3 22,738 
. 10.3 7,444 12.7 9,128 
. 22.4 15,350 23.3 16,327 
- 16.3 11,390 17.7 12,437 
. 32.6 35,759 27.8 30,626 
. 18.1 19,324 19.0 20,347 
.188.0 168,101 182.0 160,870 


1943-1942 LINAGE FOR CANADIAN MAGAZINES 


*Canadian Home 


*Chatelaine 
*Liberty 
*Maclean’s 
* Mayfair 


*National Home Monthly................ 


*New World 


Total Group 


*Canadian Homes & Gardens........... 
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Display, including Poultry and Livestock in Canadian rare Papers 
3 


Canadian Countryman 
*Country Guide, 
*Family Herald & Weekly Star: 
Eastern Edition 
Western Edition 
Farm & Ranch 


Farmer's Advocate & Home Mag........ 


*Farmer’s Magazine 


*Free Press Prairie Farmer............. 


*Western Producer 


*Figures furnished by publisher. 


Pages Lines Pages Lines 

303,069 388.4 264,149 
115,257 267.5 179,767 
280,301 378.4 ‘57,309 
cove BOGS 165,822 337.1 44,645 
voce 412,837 459.2 112,264 
378,552 524.7 552,639 
cose 205,666 269.0 ‘82,951 
158,275 300.5 04,329 
3,121.4 2,019,779 2,924.8 1,598,008 
cone 211,361 8.4 173,913 
208,662 38. 9 171,994 
416,303 345.0 8,483 
379,149 311.1 14,215 
125.161 140.6 101,197 
erm 245,035 310.3 17,235 
ere 217,625 261.0 182,728 
450,357 356.9 191,502 
coos S308 350,423 193.4 206,943 
wer” 2,941.9 2,604,076 2,405.6 2,118,216 


single and double column ads of 
84 and 168-line space, appearing 
three times weekly. 

A special series of insertions, to 
run several weeks, calling atten- 
tion to the company’s sponsorship 
of Horace Heidt and his orchestra, 
broke in 75 newspapers in 60 cities 
started over the Blue Network. 

Publication advertising is 


handled by Sheldon, Quick & Mc- 
Elroy, New York, while N. W. 
Ayer & Son handles the radio 
show. 


WGAU Joins CBS 

Station WGAU, Athens, Ga., has 
joined the CBS network, bringing 
to 134 the number of the chain’s 
stations in the United States. 


Exhibits Ad Art 

Twenty-four full-color repro- 
ductions of food subjects for ad- 
vertising and 70 photographs of 
industrial and commercial subjects 
are among the exhibits being 
shown daily, except Sunday, dur- 
ing January at Art Center Chi- 
cago. 


PREVENT 
INFLATION 


or 


CHICAGO 


Use it up, 
wear it out, 
make it do, 


out. 


give up! 


After only the first 300 
miles had been laid, 
the Atlantic cable 
broke. The accident cost 
half-a-million dollars. 
Again Cyrus W. Field 
attempted the task — 
and again the cable 
broke! 
NOT GIVE UP. Finally 
he succeeded in laying 
his cable beneath the 
ocean in 1858—and 
Queen Victoria and 
President Buchanan ex- 
changed greetings! 


But Field DID 


Right now your trade-mark may be in everyone’s mind . . . on everyone’s 
lips. It’s easy to fall into the error of feeling that this will always be so 


. .. even if you stop advertising for the duration because materials 


are scarce. 


do with- 
up your contacts! 


But the public is fickle . . . forgetful. Tomorrow the trade-mark you spent 
a fortune to build .. . may be forgotten . . . a thing of the past. 


So keep 


Even though you have nothing to sell, it will pay you to keep your 


customers of tomorrow in good humor today .. . constantly reminded 


of your brand . . . through cheery, effective, ‘point-of-purchase displays. 


DETROIT 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 
JERSEY CITY 


Cake Makeup 
Gains Popularity, 


Survey Shows 


Newd York, Jan. 19. — Cake 
makeup cosmetic preparations 
have become increasingly popular, 
according to the Fawcett Beauty 
Reader Forum anniversary edition 
released here this week, which re- 
ports that reader usage leaped 
from 12% during 1940-41 to 37% 
in 1942-43. 

Beauty trends and problems of 
more than 1,000 readers are exam- 
ined in bi-monthly Fawcett sur- 
veys on such subjects as personal 
daintiness, hand and nail care, 
hair preparations, skin care, clean- 
liness and fragrance, face and leg 
makeup. 

The special anniversary edition, 
summarizing three survey years, 
highlights brands, types, shades, 
place of purchase, and general 
usage in 38 individual classifica- 
tions of cosmetic products. 


Lipsticks Indispensable 


Despite the manpower shortage, 
the survey shows, the Ameri- 
can girl still likes her lipstick. In 
1940-41, 98% of all readers ques- 
tioned considered it an indispen- 
sable cosmetic. During the fol- 
lowing seasons, the total moved up 
to a 99% level. 

Almost 97% of surveyed read- 
ers include nail polish regularly 
in their beauty routine. They 
show an increasing awareness of 
nail polish base and top coats as 
an adjunct to good manicuring. 
Lighter, brownish polish shades 
are preferred to the deep, clear 
reds or black reds. 

There has been a steady upward 
trend in drug and department 
store cosmetic buying, the study 
asserts, with a corresponding de- 
crease in dime store purchases. 

Another Fawcett survey re- 
leased this week shows that first 
aid items rank first in America’s 
medicine chests, with 97% of the 
chests containing such staples as 
absorbent cotton, adhesive plaster, 
bandages, etc. 

Colds and headaches are pro- 
vided for in 95% of the cabinets. 
Almost 94% of those inventoried 
consider antiseptics indispensable, 
and 92% anticipate a need for 
emollients or laxatives. 


If it’s 
A TEST 


you want... 
TAKE 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion, 
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MATSON LOOKS AHEAD 


Using the theme, “Matson Knows the 


Pacific,’ Matson Navigation Co. 
launched its 1944 institutional cam- 
paign with this page in the Jan. 22 
Saturday Evening Post. In addition to 
the SEP, the campaign will appear in 
11 other national magazines and in 
newspapers of Los Angeles, San Fran- 
cisco, Portland and Seattle. Arthur 
Kudner, Inc., San Francisco, is the 
agency. 


Margarine Tax 
Repeal Proposal 


Loses in Senate 


Washington, D. C., Jan. 19. — 
The movement to relax federal re- 
strictions on the sale of oleomar- 
garine suffered another setback in 
the Senate today with the defeat 
of a proposal by Senator Maybank 
of South Carolina to lift the 10 
cent a pound tax on colored mar- 
garine. 

Advanced as a rider to the tax 
bill, the proposal was rejected 55- 
33 after the farm bloc had split 
wide open in the vote, the dairy 
group opposing the amendment 
while cotton and other farm 
groups supported it. 

Maybank amendment, although 
only a partial relaxation of the 
57 - year - old legislation discrimi- 
nating against margarine, repre- 
sented the principal hope of the 
industry, after the defeat of the 
Fulmer bill in the House agricul- 
ture committee last November. 

Under House regulations, all 
bills dealing with margarine must 
be referred to the agriculture 
committee, consistently dominated 
by the dairy groups. Industry of- 
ficials had hoped to skirt the com- 
mittee by attaching the repealer to 
the tax bill, which will go di- 
rectly to the floor for a vote when 
it returns to the House. 

During extended debate on the 


POSTAL RECEIPTS 
Set New Record! 


—in Winston-Salem, North 
Carolina, a 'must'’ market 
for advertisers. 


—yes, postal receipts 
reached an all-time high... 
indicating accelerated 


business activity during 
1943. 


—but that's not all! Winston- 
Salem is "busy"... on war 
work . . . on industrial de- 
velopment now laying the 
groundwork for this city's 


future and more important 
growth. 


JOURNAL and 
SENTINEL 


Winston-Salem 
North Carolina 
National Representatives: 
KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—NBC 


Maybank amendment, Senator 
Aiken of Vermont asserted that 
the proposal could not help the 
public since “every pound of mar- 
garine that could possibly be made 
is being sold at the present time.” 
Senator Clark of Missouri, attack- 
ing the legislation, declared “it is 
now proposed to strike down the 
great dairy industry in the inter- 
est of an illusionary and entirely 
fantastic idea that cotton and the 
soybean can supplant the cow.” 

The Senate also adopted an 
amendment to the tax bill requir- 


ing labor organizations and coop- 
eratives to file income statements, 
although they will not be required 
to pay taxes. Sticking to its posi- 
tion, the Senate rejected the ef- 
forts of Senator Aiken to exempt 
farm cooperatives from the pro- 
vision. 


Woodward to ‘Song Hits’ 

B. W. Woodward, formerly with 
New York Journal of Commerce, 
has joined the New York staff of 
Song Hits. 


Now Harshe & Cox 


William R. Harshe Company, 
Chicago public relations organiza- 
tion, has changed its name to 
Harshe & Cox. David M. Cox has 
been a partner since May 1, 1943. 


Kilcullen Shifted 

Stella M. Kilcullen, radio time 
buyer for Ivey & Ellington, Phila- 
delphia, has been transferred to 
the agency’s New York office to 
serve in the same capacity. 


Named Eastern Manager 


Conover-Mast Publishing Com- 
pany, New York, has named L. 
Caskin Jr. as eastern advertising 
manager of Liquor Store & Dis- 
penser. 


Changes Group Name 

Title of Macfadden Detective 
Group, consisting of True Detec- 
tive and Master Detective, has 
been changed to Macfadden Men’s 
Group. 


LIFE AND THE NEW YEAR START WITH 
HOPE, PROMISE AND OPPORTUNITY 


Nineteen hundred and forty-four begins with hope that strengthens the hearts 


2001 CALUMET AVENUE > 


Adolph F. Buechele, President 


Phone CAL 4137 °* 


of men. It is hope that is deep-rooted in faith in the invincibility of Right. It 
is hope that is alive with promise of certain triumph for the cause of world 
liberty. It is hope that is sustained by the determination that with the return 
of peace new opportunities will yield greater achievement for all men in 
every field of endeavor—and it is hope that is warm with gratitude to 


The Power through whose help hopes are realized and promises fulfilled. 


ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


CHICAGO, ILLINOIS 
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Meyer Joins Mathes 


Jan H. H. Meyer, formerly ad- 
vertising manager of Imperial 
Paper & Color Corporation, New 
York, has joined J. M. Mathes, 
Inc., as account executive. 


MONTHLY 
Advertising 
MESSAGES 
humanly written 


and illustrated 
Size 81/.x1l, ready for reproduction 


$50 


Your letterhead brings you specimens 


Walter Koch 


THREE BARNS, Stormville, N. Y. 


Despite continued assertions from 


various quarters that improved 
shipping conditions have boosted 
stocks of fats and oils for soap- 
making, the fact is that today vir- 
tually all soap ads by Procter & 
Gamble, Lever Brothers and Col- 
gate-Palmolive-Peet are stressing 
conservation of soap and offering 
suggestions on how to make soap 
go further. Several months ago 
the industry was insistent on 
keeping any conservation note out 
of its advertising for obvious rea- 
sons, with only P&G doing so, and 
then only for one or two of its 
soap products. All companies 
have long since instituted a plan 
of equitable distribution of de- 
creased inventories. 
* * * 


Procter & Gamble, which has 
conducted its own radio research 
ever since it went into that me- 
dium, is stepping up its study of 
stations and audiences. While not 
vassing up invaluable data assem- 
bled by such organizations as 
CAB, Hooper and Nielsen, the 


company counts on its own re- 
search to develop more qualitative 
material on such factors as age 
groups and sex of listeners at par- 
ticular times and to particular 


programs. 
* * 


A postwar television deal may 
be worked out between Warner 
Bros. Pictures and Philco Corpora- 
tion. Under a plan now being 
considered, Philco’s television sta- 
tion would pipe Warner’s Holly- 
wood movies to America’s receiv- 
ing sets. 

ak 

A graphic demonstration that 
one man’s reconversion meat is 
another man’s poison was given at 
the big Chicago furniture mart 
last week when “victory” models 
of such things.as baby carriages 
and living room furniture went 
begging as dealers, upset by the 
release of steel for springs and 
perambulators, prepared to unload 
their wooden and springless sub- 
stitutes. So many retailers have 
already advertised victory furni- 


ABC. Weekday 


Dan A. Carroll, rro E. 42nd St., New York 17 


Detroit’s Great: War Effort 
Reflected by Detroit News in 1943 


Despite Most Stringent Newsprint Rationing 
DETROIT NEWS Is First in America in Advertising 


HE DETROIT NEWS has regretfully been compelled to ration 
its advertising space so that it might reduce its newsprint consump- 
tion in accordance with the regulations of the War Production Board. 
Seeking to be fair and equitable in making restricted space go around, 
it was allotted whenever possible in the same proportions as formerly 
prevailed—that is, the same share to retail, the same to general, and 
the same to classified as was used in each of these divisions before the 


rationing period. 


Retail advertisers have accepted monthly quotas for each individual 
account. General advertising has a departmental quota with a maxi- 
mum for any advertiser of 1,000 lines per week. Classified advertis- 
ing has been reduced largely on a typographical basis—first by elimi- 
nating white space, later by reducing display type size, until now only 
agate is permitted. 
Thus, all of Detroit News advertisers, retail, general, and classified, 
have permitted curtailment ranging from 25% to 50% in their space. 
It can be conservatively estimated that Detroit News 1943 rationing 
resulted in the elimination of 2,000,000 lines of advertising, which this 
paper would have carried had it been free to do so. 


In the face of such conditions, it is indeed a tribute to the great Detroit 
market, America’s present arsenal and future source of the sinews of 
peace, that The News carried more advertising in 1943 than any other 
paper in America. 


The Detroit News 


THE HOME NEWSPAPER 
Largest A.B.C. Recognised HOME DELIVERED Newspaper Circulation in America 


Circulation, 387,757 


J. E. Lutz, Tribune Tower, Chicago 11 


Sunday Circulation, 471,765 


ture at mark-down prices that 
several words of caution were ex- 
pressed by those attending the 
market. They pointed out that 
springs would probably be a long 
time getting into retail stores, and 
that in the meantime dealers 
would be foolish to run themselves 
out of merchandise at no-profit 
prices. 
* 

Convinced that some of today’s 
advertising of drug products is a 
source of irritation to the public 
because of its vulgarity and exag- 
gerated claims, and that the qual- 
ity of drug advertising can be 
greatly improved so as to reflect a 
better light on the industry, the 
Proprietary Association, composed 
of top drug manufacturers, has 
appointed Mike Mermey of Bald- 
win & Mermey, New York public 
relations firm, to start laying the 
groundwork for a vast public rela- 
tions project which eventually 
may use all major advertising 
media. It is expected that in 
about six months Mermey will 
have some concrete plans to sub- 
mit to the association, and it can 
be safely assumed that a formula 
for less objectionable advertising 
will be far up on the list of 
recommendations. 

* 

Here’s an important clue to post- 
war product prices: Private data 
collected from auto manufacturers 
indicates that postwar autos will 
cost from 30 to 40% more than 
their prewar counterparts, due 
principally to higher labor and 
material costs, and to the added 
costs of reconversion and relatively 
small output. This level is ex- 
pected to hold for the first two or 
three years of postwar production, 
after which competition and pro- 
duction economies are expected to 
force prices down somewhere near 
prewar levels, and perhaps below 
them. 

* * 

Fawcett Publications is making 
an intensive study of the readers 
of True Confessions in Dayton, to 
find out whether readers of this 
book are the strange animals some 
space buyers still believe them to 
be, or whether they represent a 
social and economic cross-section 
of the community. Mary Pent- 
land, formerly assistant to the 
publisher of Parents’ Magazine, 
who had much to do with the re- 
search work which preceded the 
current can manufacturers’ cam- 
paign, is doing the study, and ini- 
tial findings are reported so good 
that they are being cross-checked 
for possible error before being re- 
leased. 

* 

Although still in the planning 
stage, an afternoon Philadelphia 
newspaper is being considered by 
William C. Bullitt, ex-ambassador 
to France and Russia. He has 
been conferring recently with as- 
sociates and prospective backers 
of the enterprise, although there 
are plenty of stumbling blocks, 
including machinery and news- 
print. 

* * 

Business men throughout the 
country are making plans to com- 
pete for their share of pent-up 
markets for consumer goods and 
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other articles in the postwar erg 
the Department of Commerce finds 
in the final report of its regiongj 
business consultants for 1943, noy 
available at the Bureau of Forej 
and Domestic Commerce, Wash. 
ington. The series of nine reports 
analyze the thinking of business 
and industry in all parts of the 
country on sale of surplus prop. 
erty, contract termination, and 
other demobilization problems, as 
well as their attitude on postwar 
marketing and community plan- 
ning. The reports show particu. 
larly that business men are con- 
scious of a need for well oiled dis- 
tribution machinery after the war 
to enable the country to consume 
its vastly increased productive 
capacity. 
* * 

Ken-L-Products Division of 
Quaker Oats Company will—or 
will not —introduce a one-pound 
package of ground horse meat for 
human consumption next month 
as a point-free dressing for spa- 
ghetti and other uses. Plans for 
introduction of the glass-packed 
product, tentatively titled Equinal, 
in the Chicago market next month 
were supposed to be all set, but 
the company now says shortage of 
containers, plus increased supplies 
of beef and pork, have caused it 
to change its mind. While it was 
slated to be featured as a human- 
consumption food, its sponsors ex- 
pected to have most of it pur- 
chased by dog owners whose pets 
are aching for a little more red 
meat to soothe their tummies. 


Seek Boost in 
Michigan Ad Fund 


Lansing, Mich., Jan. 18.—An 
increase in the state’s appropria- 
tion for tourist advertising from 
the current $105,000 to $130,000 is 
proposed in a bill to be submitted 
to the state legislature. 

Gov. Harry F. Kelly said he was 
considering a recommendation that 
the legislature create a nine-mem- 
ber state tourist commission to 
administer the state’s advertising 
fund and stimulate a_ statewide 
approach to the task of luring 
vacationists to Michigan. Under 
the proposed new fund, each of 
the four tourist associations in the 
state would continue to receive 
$20,000 each for regional adver- 
tising, ‘but the commission itself 
would have a fund of $50,000. The 
present state general advertising 
fund is $25,000. 

The program is an outgrowth of 
Gov. Kelly’s announcement at a 
planning conference last fall that 
he sought to subordinate regional 
tourist activities and present the 
state’s attractions as a whole. 


Fortey Joins AHA 


Harry W. Fortey, formerly 
assistant to the president of De 
Walt Products Corporation, Lan- 
caster, Pa., where he was in 
charge of sales promotion, adver- 
tising and public relations, has 
been named secretary of the pub- 
lic relations department of the 
American Hotel Association, New 
York. 


SIXTH LARGEST 
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Low Point Food 
Drive to Follow 
Ith War Loan 


Washington, D. C., Jan. 19.— 
“Share and Play Square” with 
food will follow the 4th War Loan 
drive aS a major war information 
campaign next month, the OWI 
schedule reveals. 

Designed to promote the OPA 
home front pledge, and stimulate 
the use of low-point and un- 
rationed foods, the campaign will 
involve general advertising, linked 
with carefully planned grocer tie- 
in promotion. 

A “how to do it” booklet ex- 
plaining copy technique and pro- 
cedure for the home front pledge 
will go out to advertising men 
next week, elaborating on a fact 
pooklet which was distributed in 
December. 

By the end of the month a 
packet of five full-page newspaper 
advertisements with 1,000 -line 
adaptations, and six 400-line ads, 
will be sent to newspapers for 
local sponsorship under the OWI 
community war plan. The ads 
were prepared by J. Walter 
Thompson, War Advertising Coun- 
cil task force assisting in the cam- 
paign. 


Industry Backs Drive 


The food industry will back up 
the “Share and Play Square” cam- 
paign with a vigorous “No Point— 
Low Point” selling effort of its 
own, organized by the industry, 
War Advertising Council, and War 
Food Administration under J. Sid- 
ney Johnson, WFA advertising di- 
rector. 

Mr. Johnson is now on a tour to 
the West Coast rallying support 
for the program. After a week in 
Chicago, where he will address the 
United Buyers Cooperative group, 
the National Brand Stores whole- 
salers’ conference, the National 
American Wholesale Grocers’ As- 
sociation and the Home Economics 
Women in Business, he will pro- 
ceed to Los Angeles and San Fran- 
cisco to appear ‘before a series of 
trade meetings. 

Both retail and wholesale 
branches of the food industry, in- 
cluding independents, supermar- 
kets and chains, are expected to 
support the “No Point—Low 
Point” drive, designed to swell the 
sale of unrationed and low point 
foods. The restaurant and hotel 
industry will also participate. 

The “No Point—Low Point” 
promotion will be the retailers’ 
part of the general program to en- 


Such An Opportunity for 
a Young Advertising Man 
Rarely Presents Itself 


One of the nation’s largest pub- 
lishers (in New York) needs 
a sales-minded advertising 
“comer” to fill the position of 
Assistant Sales Promotion Man- 
ager in its Aviation Publishing 
Division. If you have the vision 
to see beyond the nominal start- 
ing salary ($3,000)—if you wish 
to establish yourself in a strong 
position in association with the 
aviation industry—you will find 
in this organization truly un- 
limited possibilities for ad- 
vancement. 


To qualify you should be be- 
tween 25 and 35, draft-exempt, 
with 3 to 5 years copy experi- 
ence—and serious in purpose. 


Write for interview giving full 
details of your background, and 
tell us why you feel that you 
could go places if given full 
opportunity. 


Box 4518, Advertising Age, 330 
W. 42nd St., New York 18, N. Y. 


courage use of more abundant 
foods in place of scarce ones dur- 
ing the spring months. By focus- 
ing consumer attention on unra- 
tioned and low point items, retail- 
ers will tie in with the general 
“Share and Play Square” objec- 
tives of the advertising in the 
newspaper packet. In fact, one of 
the five newspaper ads will be a 
“Low Point—No Point” advertise- 
ment particularly suitable for food 
trade sponsors. 


Abundant Foods on List 


Most of the “Low Point—No 
Point” foods are large volume 
items which will be in adequate 
supply in the spring. Among the 
grain foods, they include bread, 
cereals, soy bean products, biscuits, 
crackers, macaroni, and spaghetti. 

Another important group will 
be spreads for bread, particularly 
citrus marmalade and peanut but- 


ter. Other items include frozen 
foods, dried soups, canned green 
and wax beans, carrots and spin- 
ach, and frozen vegetables, except 
corn, peas and lima beans. 

Representatives of leading 
magazines are expected to plan an 
important role in organizing sup- 
port for the campaign by contact- 
ing the trade. In the East, they 
will work under Fred N. Dodge of 
The American Weekly, while in 
the West, Frank H. Manah of This 
Week Magazine will be chairman. 

Among the fresh foods, the pro- 
motion will cover oranges, grape- 
fruit, white and sweet potatoes, 
and ‘locally available products, as 
well as eggs. 


Retailers’ Kit Ready 


An elaborate kit of store dis- 
play materials has been prepared 
for the retail trade, with trade as- 


sociations underwriting the cost 
of store pennants. Extensive na- 
tional spot radio, a 24-sheet poster, 
newspaper advertising and activ- 
ity of local nutrition committees 
will be keyed to the grocer’s pro- 
motion. 


To Conduct Meetings 


The kit of store display ma- 
terials will be available through 
voluntary group headquarters, 
chain store headquarters, whole- 
sale grocers and other food dis- 
tributors. It will contain a large 
window poster, overwire double- 
faced banner, 14 double faced 
pennants featuring low point food, 
price display cards, and lapel 
badges. 

Of particular appeal to grocers 
will be a 24-sheet poster with the 
heading “Help Him When You 
Shop,” advising customers to help 


their food dealer by having ration 
points ready, knowing ceiling 
prices and buying no point—low 
point foods. 

Home Economics Women in 
Business will support the program 
by distributing recipes and menus 
incorporating abundant foods. 
Meetings, under the leadership of 
Maria Sellers of General Foods 
Corporation, will be held in Chi- 
cago and New York. 


Joins American Mutual 


William P. Walkley has joined 
the advertising staff of American 
Mutual Liability Insurance Com- 
pany, Boston, in charge of direct 
mail. He was recently in charge 
of the training division of Trade- 
Ways, Inc., New York, where he 
also wrote and produced training 
films for AudiVision, Inc., a sub- 
sidiary of TradeWays. 


Second of a Series 


LETTER 


to the A gency Executive who believes 
all “Foreign” Business ts Overseas 


EFORE you “fly down to Rio” for a bird’s-eye 
B view of that after-war opportunity land, it 
might be well to glance at America to see if you have 
overlooked anything at home. 


This letter reminds you that all “Foreign” busi- 
ness is mot overseas. Within arm’s reach of your 
agency organization is a thriving industry that has 
remained too far outside the province of agency 
boundries. Textiles and Apparel, despite the great 
role it plays in the economy of the nation, is under- 
developed from an advertising viewpoint. 


It is next to the top in peace-time wholesale 
dollar volume. Only Food outranks it. (Food — 
$8,500,000,000; Textiles and Apparel — 
$7,000,000,000). Yet in 1942 Textiles and Ap- 
parel spent only one-eighth as much to promote its 
merchandise through trade and national consumer 
advertising as did the Food Industry. 


Here is a big industry for intensive advertising 
development. It has no barriers of distance or strange 
native customs, and it brings America’s millions a 
quality and: variety of apparel unequalled anywhere 
in the world. 


Most Fashion and Fabric executives know, in a 
general way, how trade and consumer advertising 
has helped establish leading names in their field. 
Intelligent, specific plans to help more of them gain 
the national prominence they deserve certainly will 
not go unheeded. 


Quite a few agencies have done notable jobs 
in some parts of this vast industry. But the field is 
far too big to be developed fully by a few. Potential 
accounts are varied enough to offer well-balanced, 
profitable billing for many agencies. 


Dresses, coats, suits, hosiery, sportswear, fabrics, 
corsets, accessories and all types of women’s apparel 
plead for greater advertising development. Given 
the attention this industry deserves, Textiles and 
Apparel will develop closer control of products 
from manufacturer to retailer to consumer, and will 
be aided materially in doing a far better selling job. 


We believe this letter will find you ready to do 
something about this “Foreign’’ business that has 
never been overseas. Your knowledge and ability as 
an agency man can develop now the accounts that 
will be just the kind you will want in the post-war 


You may wonder why we speak of Textiles and 
Apparel more and Women’s Wear Daily less. It’s 
simply because every well-planned promotion of 
women’s Fashions and Fabrics (a major unit of Tex- 
tiles and Apparel) must include Women’s Wear 
Daily. Ic is only natural that the majority of the 
linage used to advertise Fashions and Fabrics 
should appear in the newspaper referred to by 
buyers, retailers, manufacturers and wholesalers 
as their “business bible.” 


Daily 


HE RETAILER'S NATIONAL NEWSPAPER 


Fairchild Publications , 


WOMEN'S WEAR DAILY + DAILY NEWS RECORD - RETAILING HOME FURNISHINGS 


MEN'S WEAR CHICAGO APPAREL GAZETTE FAIRCHILD’S TRADE DIRECTORIES 
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Henshel to Braniff 


Walter M. Henshel, formerly 
with Interstate Circuit, Inc., Texas 
theater operator, has been named 
director of publicity and informa- 
tion for Braniff Airways, Dallas. 


Midwest Advertising 
Representative 


WANTED NOW 


Leafling magazine publisher 
wants representative for Mid- 
west territory, with headquar- 
ters in Chicago. This is an 
opportunity justifying efforts of 
top-flight salesman familiar with 
national advertisers and agencies 


in the Middle West. 


Please send full details re- 
garding your age, experience, 
record of performance and draft 
status. All information will be 
treated in confidence. Address 
Box 4535, ADVERTISING AGE, 
100 E. Ohio St., Chicago (11) 


Big Postwar Opportunity 
for Distribution Outlets 


The distribution trades should 
plan for an increase in postwar 
business 30% to 45% greater than 
in our banner prewar year of 1940 
and for a marked increase in their 
employment levels, Paul G. Hoff- 
man, chairman of the Committee 
for Economic Development, as- 
serted in an interview following 
his recent address before the Na- 
tional Retail Dry Goods Associa- 
tion. 

“An unprecedented opportunity 
awaits the wholesaling, retailing 
and advertising professions at the 
close of the war,” said Mr. Hoff- 
man. “America is producing today 
some 61% more goods and services 
than we were producing four 
years ago. More than half of this 
production, of course, is for war 
yurposes. But a high percentage 
of our national production plant 
can be transformed to civilian pro- 


Edited by RALPH O. McGRAW 


duction—much of it quickly. Cer- 
tainly Americans will want to re- 
lax the present strain after vic- 
tory is won. Buta goal of 30% to 
45% more production than in 1940, 
instead of our present 61%, is one 
we should strive to attain. 

“But production alone will not 
make us prosperous,” he cautioned. 
“High production is essential if 
Americans are to have a high 
standard of living. But high pro- 
duction without profitable distri- 
bution spells disaster. 

“Unless the distributing services 
—wholesaling, retailing and ad- 
vertising—speed through the mar- 
ket the product of mine, factory 
and farm, high production would 
only mean glut, sagging prices and 
eventual depression. In the last 
analysis it is the retailer who 
makes production pay its divi- 
dends. 

“The prime producers—industry 
and agriculture—have a responsi- 


But the Presses heep Rolling! 


The stars on the service flags of the eight 
Booth Michigan Newspapers, are a source 
of deep pride, and so is the spirit of those 
who, in the absence of their colleagues, 


are carrying on so worthily. 


Booth Newspapers are proud to share 
with their approximately three hundred 
thousand reader-families, who have also 
given sons, fathers and daughters to the 
services, the responsibility of upholding 
and protecting American traditions of 


liberty and freedom. 


Full recognition is also given to the 
further responsibility of providing a keen, 
alert, accurate source of wartime news. The 


duty. 


very word, newspaper suggests the im- 
portance of this function, and Booth News- 
papers have always regarded it their first 


Each of the eight Booth Michigan News- 


papers is a vital, essential factor in its 
community. No other advertising medium 
has such close, friendly, personal contact, 
and wartime difficulties serve only to make 
this contact more intimate and helpful. 


@ For further facts, call Dan A. 


Carroll, 110 E. 42nd Street, New York 
City 17, N. Y.; or John E. Lutz, 435 
N. Michigan Avenue, Chicago 11, Ill. 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


bility, I believe, to take the lead 
in planning for expanding produc- 
tion after the war. But their plan- 
ning will be futile unless the com- 
mercial and service trades seize 
the opportunity which such a vol- 
ume of goods and employment 
will create. The goal we have set 
ourselves would create the goods 
to sell in unprecedented abun- 
dance. The employment provided 
in reaching that goal would supply 
the necessary market. Between 
the two lies opportunity for whole- 
saler and retailer such as they 
have never known before. 

“In 1940 these trades provided 
nearly 5,000,000 jobs, representing 
about 13% of all persons gainfully 
employed in America. But if there 
are to be 30% to 45% more goods 
to distribute after the war, will 
not these trades need more work- 
ers? Unquestionably. How many 
more? I leave the question with 
you,” he concluded. 

* * 


It’s amazing at times how much 
enlightenment the learned Sena- 
tors from Washington can con- 
tribute to the postwar situation. 
One can fairly hear the gasps of 
amazement of retail furniture men 
at their mart last week when they 
were profoundly told by Nebras- 
ka’s Sen. Kenneth S. Wherry that 
“there will be after the war an 
enormous volume of unsatisfied 
demand for home furnishings, that 
is, home goods.” 

* 


One part of the construction 
equipment industry feels that all 
new machinery in the hands of the 
government when the war ends 
should be sold through manufac- 
turers and all used equipment 
should be sold through distribu- 
tors, C. F. Winchester, executive 
secretary of the Associated Equip- 
ment Distributors, revealed at the 
,roup’s meeting last week. 

* * 


There is every reason to believe 
that the desire of the peoples in 
the dictator countries to emulate 
Americans in their way of living 
is a practical approach to combat- 
ting totalitarianism, says Charles 
Francis Coe, author of many 
novels and movies based on gang- 
sterism. To achieve this end he 
suggests showing these people en- 
tertainment motion pictures of 
American life, including such typi- 
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cal settings as Coney Island, the 
Rocky mountains, farm life, ang 
industry at work. . 


* * 


Postwar freight will fly at legs 
than 15 cents a ton-mile, says 
Northrop Aircraft, Inc., in its cyp. 
rent advertising. This would boog 
air cargo volume 10 to 20%. Rates 
for air freight before the war were 
from 80 to 90 cents per ton-mile, 

* * * 


A tripartite public utilities com. 
mittee sponsored by the Combined 
Production and Resources Board 
has been named to assemble infor. 
mation and recommend action for 
reestablishing electric, gas, and 
water service in liberated coun- 
tries. This, says Electrical World, 
will provide an opportunity for 
American producers to get busi- 
ness of which they have not here. 
tofore taken a major share. The 
committee will determine the 
source of the rehabilitation mate. 
rial, 

* 

The Florence Stove Company is 
now tabulating results of a nation- 
wide survey to find out how many 
types and brands of major house- 
hold appliances are bought and 
sold by dealers, to determine those 
features in the products which 
have the greatest appeal to cus- 
tomers, and to get the dealers’ 
thinking on postwar sales prob- 
lems. Fifteen of the company’s 
staff worked continuously since 
last March on the project and 
during that time interviewed 3,642 
merchants in 35 states. All size 
dealers irrespective of lines sold 
were covered in the study. 

* 


A product research and develop- 
ment department has been estab- 
lished by American Type Founders 
with a group of specialists to work 
on changes and improvements 
which the printing industry desires 
in presses and other printing 
equipment, and to develop new 
products which the company will 
manufacture and sell. As result of 
the company’s Civilian Priority 
Delivery Plan on printing presses, 
which gives .the printer an option 
on a definite press for delivery as 
soon as possible after reconversion, 
150 orders were booked within 
four weeks after announcement of 
the plan. 
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WMT with 5000 watts (day and 
night) on Iowa’s best frequency, 
600 kilocycles, delivers perfect re- 
ception to over a million eastern 
Iowans in a market where every 
farm family had an average in- 
come of over $6400 in 1942. If it’s 
prosperous stability you're after 
. . you'll want to add WMT to 
your schedule. 


rectly affected by many alert WMT 
time to lay the groundwork for the 
Iowa. lowa’s war contracts can be 


industrial incomes which have always been way out in front. 


Here Today 


ERE 


Why Cultivating the Good 
Will of WMT Corn Country 
Folks Today Is Sound Post- 
War Sales Strategy. 


AR-restricted spending in the 

WMT Corn Country is reflected in 
steadily increasing bank deposits and 
war bond sales. Many of the things lowa 
farm families would like to buy today 
simply are not to be had, so the gap 
between retail sales and savings de- 
posits in banks continues to widen. An 
era of heavy spending is on the way I 
rural Iowa. The direction this tidal 
wave of spending power will take when 
war restrictions are lifted is being di- 
advertisers who realize that now is the 
day when peace and plenty return te 
cancelled . . . but not her farm an¢ 
Iowa pur- 


chasing power will remain stable, for it is based on the production of food. 


That’s why we say it is here today . . 


. and here tomorrow, too. 
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Boren Committee 
to Look Into WPB 
Paper Stockpile 


Washington, D. C., Jan. 20.—The 
special House committee on news- 
print today promised newspaper 
publishers an opportunity to have 
their say on the WPB’s plan to 
stockpile an extra 18,000 tons of 
newsprint a month which Canada 
has decided to export to the 
United States during the first half 
of 1944. 

Responding to publisher pro- 
tests from all parts of the coun- 
try, Rep. Lyle Boren, chairman of 
the committee, announced that his 
group would resume its hearings 
Thursday with publishers invited 
as the chief witnesses. 

The Boren committee has 
already held two series of public 
hearings since it was created last 
spring, the more recent being an 
intensive study which prompted 
revision of L-240 to reduce the 
amount of paper allowed on ap- 
peal. These sessions were held in 
November and December. 


Advisory Committee Adjourns 


Apparently satisfied that WPB’s 
much criticized newsprint stock- 
pile would not contain enough 
paper to allow a sizable bonus 
and alleviate the 24% industry- 
wide paper cut, the newspaper in- 
dustry advisory committee ad- 
journed until Feb. 29 after its 
meeting here last week. 

Tempered by a promise from 
WPB Chairman Donald Nelson 
that paper would be distributed 
“without fear or favor or com- 
petitive advantage,” the commit- 
tee accepted an accounting by 
Harold Boeschenstein, acting di- 
rector of the WPB forest products 
bureau, who explained that the 
surplus would amount to only 18,- 
000 tons during the first quarter 
and 10,000 for the second. Mr. 
Boeschenstein further pledged that 
the government would “not go 
into the newsprint business” and 
would not buy up newsprint ex- 
cept when publishers “could not 
buy it because of consumption 
quotas or inventory limits.” He 
declared that “any government 
purchases under those conditions 
would retain the newsprint for 
the use of U. S. publishers and 
printers eventually and not for 
export.” 


Six, Seven-Day Fight 


During its session, the commit- 
tee asked WPB to bring about 
agreements locally between pub- 
lishers of six and seven day news- 
Papers competing in the same 
Cities, to prevent the publisher of 
a seven day newspaper from di- 
verting paper from his Sunday 
issue to such an extent that the 
six day publisher would be at an 
unfair competitive advantage. 
Failing to bring about such volun- 
tary agreements, WPB was ad- 


Now... 
5 City 
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ALABAMA 
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‘Population Recapitulation, 
Standard Rate and Data Service 


A Great Newspaper in a Great Market 


THE MOBILE PRESS REGISTER 


SUNDAY 


THE JOHN BUDD COMPANY 


vised to consider appropriate ac- 
tion under L-240 to prevent the 
practice. 

In explaining the dwindling 
away of the newsprint stockpile, 
Mr. Boeschenstein said that 731,- 
000 tons of paper would be avail- 
able for newspapers during the 
first quarter of this year. Of this, 
he said, 675,947 tons would be 
needed to meet estimated con- 
sumption quotas on the basis of a 
23.6% cut effective Jan. 1, 1944, 
and an additional 8,600 tons would 
be needed for Leap Year Day, 
Feb. 29. 


Of the remaining 46,453 tons, 
Mr. Boeschenstein said 20,000 
would be used to pay back part 
of the 31,000 tons of paper volun- 
tarily contributed by newspapers 
out of inventory during the last 
two months of 1943 to enable the 
industry to complete the year 
without a 15% cut in consumption 
quotas, considered at the Novem- 
ber meeting of the industry advis- 
ory committee. Mr. Boeschenstein 
also suggested that 8,500 tons be 
used to bolster inventories in parts 
of the country suffering from 
transportation difficulties. In the 


second quarter, with supply fig- 
ures the same, the estimated con- 
sumption quotas for newspapers 
will be 44,451 tons greater than 
the first quarter, leaving a balance 
of only 10,612 tons of anticipated 
surplus newsprint. 


Red Cross Paper Exempt 


The committee also agreed that 
the Red Cross supplement to be 
distributed by selected newspapers 
during the Red Cross drive this 
spring, should not be figured in 
tonnage consumption. The sup- 
plement will be four pages, 


printed by the Red Cross on paper 
obtained under the commercial 
printing order. 

WPB also announced during the 
week that quotas assigned to pub- 
lishers under schedule 2 of the 
commercial printing order will be 
considered transferable within 
each title of that schedule. 

Under the interpretation, for in- 
stance, publishers of shopping 
guides may use their paper for 
free distribution newspapers, want 
ad publications and free distribu- 
tion circulars in newspaper for- 
mat, if they please. 


YOU CAN’T MISS IN 


ARKET 


When you speak of the outdoor market you are 
talking big league language. Hunting licenses last 
year were issued to 8,490,838 hunters. 

Here is one of the nation’s most vital markets, 
not only because of its size but because it is com- 
prised entirely of active people. 

Every single license issued represents a respon- 
sible individual — qualified to handle a gun, old 
enough to exercise judgment, and young enough 
to crave robust action in his sport. 

Such people buy things. Not only for shooting 
and fishing (on which they spend a cool billion 


Among sportsmen’s magazines, Field & Stream has been the first 
selection of advertisers for 33 years straight. 


The Field & Stream Perpetual Challenge Trophy is a coveted 
award among owners of the country’s best gun dogs. 


In every department of fishing and pon | activity, Field & 
Stream’s authority is firmly established. 
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dollars annually) but for full living, on which 
they spend untold billions. Cars, clothes, homes, 
insurance—all products and services that comple- 
ment an active life are absorbed in quantity by 
people who read Field & Stream. 


FIELD & STREAM PUBLISHING CO. 
515 MADISON AVENUE, NEW YORK CITY 22 
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Quality Standards 
for Civilian Goods 


Weighed by OCR 


Reconversion Awaits 
Passing of War's 
= Invasion Stage 


By STANLEY E. COHEN 


Washington, D. C., Jan. 19.— 
Elimination of war models, and the 
restoration of prewar quality 


"ARE YOU SELLING THEM EFFECTIVELY? 


| OUT OF 

EVERY 10 
AMERICANS 
1S A NEGRO 


You should have + om counsel 
on how to reach the growing 
$7 Billion Negro Market. Consult— 


DAVID SULLIVAN 
Negro Market Organization 
Marketing + Advertising + Research 
'$45 Fifth Avenue New York, N. 


standards for civilian goods that 
are made this year will get con- 
siderable attention from the Office 
of Civilian Requirements, as re- 
conversion marks time under WPB 
Chairman Donaid M. Nelson’s pol- 
icy of “watchful waiting” until the 
invasion of Europe passes its 
critical stage. 


Studies to Continue 


Despite Mr. Nelson’s statement 
that resumption of civilian goods 
production would be premature at 
this time, OCR will continue its 
studies of home front needs, and 
most officials believe that it will 
be able to continue its traditional 
role of arranging limited produc- 
tion of necessary goods. 

The WPB chairman stated his 
position to 14 of the nation’s lead- 
ing industrialists at a meeting here 
Monday, reaffirming the action of 
the requirements committee, which 
had ruled against the release of 
steel for 646 civilian items. “With 
our biggest battles coming,” Mr. 
Nelson said, “this is emphatically 
not the time to divert any sub- 
stantial quantities of materials, 
labor or facilities to less essential 
civilian production.” 

Mr. Nelson’s meeting with the 
industrialists, the first of a series 


which will later include a session 
with labor, was believed to have 
been prompted by the rising tide 
of reconversion discussions that 
have taken place in industry and 
the business press in the past few 
weeks. Military officials, who have 
opposed revocation of restrictions 
until the invasion is well under 
way, were described as feeling that 
an organized effort was operating 
to press WPB into premature re- 
laxation of its regulations. 

The Nelson statement of policy 
involved no change in WPB’s 
operations, for the reexamination 
of individual restrictions will con- 
tinue, with a view toward adjust- 
ing limitation orders in the light 
of changed materials situations. 

With steel, copper, aluminum 
and other metals now available in 
substantial quantities, WPB will 
be able to release these materials 
for resubstitution in articles that 
are unacceptable to the consumer 
as a result of wartime quality de- 
terioration, or those involving con- 
siderably higher production costs 
as a result of substitutions. 


Steel Released 


A recent example of this latter 
type was the order permitting the 
use of steel for the production of 


know because... 


current problems. 


Of course you wouldn't. You really have to like 
and want an article to pay a price for it. 


That's the way several hundred thousand well-to-do, self-reliant Middle- 
western farm and rural town families feel about CAPPER’S WEEKLY. We 


. . . Last spring when we saw the paper shortage coming, we decided to 
raise the subscription price of CAPPER’S WEEKLY from the already high 
price of $1.00 to $1.50 a year to hold down circulation. A smart idea— 
only it didn’t work so well. Folks sent in their renewals despite the 50% 
increase in price. They are still coming in, in a steady stream. Keeping 
CAPPER’S WEEKLY circulation down—even at $1.50 a year—is one of our 


Do you know of any other publication serving the farm and rural town 
market that can show a comparable demand among its subscribers? 


True, CAPPER’S WEEKLY is no work of art—it is a feature, news weekly 
in newspaper format—but its readers say it is worth a premium price to 
them. That is why it has a devoted reader interest that produces genuine 


results for advertisers—and isn’t that what you want? 


Whether their products are sold direct or through dealers, agencies 
and advertisers who are using CAPPER’S WEEKLY say it is a real buy. 


a Try it—you too will be convinced! 


TOPBKA 


355,000 circulation---67% R. F. D. 


Covers lowa, Nebraska, Missouri, Kansas and Colorado 


At only $1.25 a line. 
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900,000 baby carriages. While the 
new carriages will lack the trim- 
mings of prewar models, it was 
found that the cost of manufactur- 
ing carriages from wood was con- 
siderably higher than the previous 
steel model. 


Avoid ‘Victory’ Models 


The consumers durable goods di- 
vision of OCR has found that con- 
sumers and retailers are wary of 
“victory” models which utilize 
substitute materials, and has de- 
cided that new production should 
be based on the simplest prewar 
types. Veering away from “vic- 
tory” models, WPB changed its 
regulations in the last few days to 
permit the use of steel springs in 
beds and furniture. 

Programs are strongly supported 
within OCR for the release of more 
steel for alarm clocks, safety 
razors, inked ribbon spools, ash 
and garbage cans, bicycles, carpet 
sweepers and other articles. 

Unlike the type of production 
that would result from any gen- 
eral relaxation of restrictions, OCR 
programs are based on essential- 
ity, adjusted in the light of the 
production situation. OCR retains 
control of distribution, and WPB 
field officers inspect all plants par- 
ticipating in the programs, to in- 
sure non-interference with war 
work. 

While the agency has created 
literally hundreds of plans for 
consumer items against the day 
they can be fitted into the 
production picture, none of these 
plans can be used unless man- 
power, material and facilities are 
available. 

As a result, an essential pro- 
gram such as the production of 
washing machines must be side- 
tracked for lack of fractional 
horsepower motors, while the elec- 
tric iron program can go ahead. 

In view of the “tough” attitude 
of Mr. Nelson and the require- 
ments committee toward civilian 
production, OCR may have to do 
more of a selling job to get its 
programs into production, and in- 
creased effort may be directed 
toward the improvement of goods 
that are already scheduled. 

For one thing, where goods are 
already in production, manpower 
and facilities are available, so OCR 
need only find materials. Of 
further significance is the consid- 
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Adve ‘tisir 
eration that the relaxation 
limitation orders. simplifies N@WS 
administrative job within WPB, 
and removes many minor irrita-. F CC 
tions from industry and the public. 
This piece-meal, limited “recon. New Ye 


version” of goods now in produc. pape Ri 
tion, and a few items that will be senting | 


restored as the manpower picture news pape 
dictates, will involve rewriting anq of the ] 
amending of hundreds of “L”’ and Com missi 
“M” orders, a process that will go not ‘o es 
on constantly for the duration of § regading 
the periods of so-called “marking § broacicast 
time.” decision i 


The study has been in progress by num 
since October. Results of it are news pape 
apparent almost every day, with modulatic 
such announcements as the recent | 
relaxation of L-260, to include 
steel springs among the essential Harold 
items that may be used in furni- the Star 
ture. Tex., chi 

This type of operation means issued t 
that business men must pay care- after the 
ful attention to the day-by-day “The D 
operations of WPB, for these re- tee has 
vised orders circulate for several tire q 
weeks before they appear. Mean- = ince 
while, aware that the order is com- FCC 
ing, the industry division involveq | 
may grant materials for produc- § Wholehe: 
tion on appeal. Commiss 


Some ‘Inevitable’ 


Regardless of Mr. Nelson’s gen- 
eral policy against reconversion, a 
limited amount of new civilian 
production seems inevitable from 
the natural course of events. With 
more military supply contracts be- 
ing terminated every day, idle ma- 
chinery, manpower and facilities 
necessarily accumulate in some 
areas, and the pleas of manufac- 
turers for permission to produce 
simple, popular articles cannot 
long be resisted. 

President Roosevelt revealed in 
his budget message last week that 
terminations already total $12,000,- 
000,000, an amount nearly equal to 
the value of all the goods produced 
for the first world war and double 
the amount of contracts that had 
to be terminated at the end of that 
struggle. 

Unless Mr. Nelson expects that 
the day of the invasion is not far 
off, and that he will soon have 
definite information of military re- 
quirements, many officials believe 
merely the pressure of accumulat- 
ing manpower, material and facili- 
ties will sweep aside any effort of 
prolonged “marking time.” 
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Newspapers Hail 
FCC Radio Ruling 


New York, Jan. 17.—The News- 
ape’ Radio Committee, repre- 
sentiig 140 stations owned by 
newspapers, welcomed the action 
of tae Federal Communications 
Commission last week in deciding 
not ‘o establish any general rule 
regarding newspaper ownership of 
proadcasting facilities. The FCC 
decision is expected to be followed 
by numerous applications from 
newspapers to operate frequency 
modulation stations. 


Issues Statement 


Harold V. Hough, treasurer of 
the Star-Telegram, Fort Worth, 
Tex.. chairman of the committee, 
issued the following statement 
after the group’s meeting here: 

“The Newspaper Radio Commit- 
tee has long contended that the 
entire question was within the 
province of Congress rather than 
the FCC and it therefore approved 
wholeheartedly the action of the 
Commission in dismissing Order 


PRINTING 


FAITHORN 


3-in-ll Service 


Faithorn is. built upon the founda- 
tion of offering a superior service 
to advertisers and advertising 
agencies . . . Not only is this 
evident in the finished work, but 
also in price and actual time 
saved . . . Faithorn 3-in-l serv- 
ice offers typography, engrav- 
ing and printing—all under 
ONE roof . . . The saving of 
TIME alone avoids your chas- 
ing the rainbows of discon- 
nected suppliers whose respon- 
sibility is limited to the work they 
do. . . You will be pleased with 
FAITHORN SERVICE. On that next 
job try us and note the difference. 
Simply phone Wabash 7820. 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
Many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but cll are here, ready to serve you... 
Spee i—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


79 and 79A discriminating against 
newspaper ownership. 

“The record of newspapers in 
the field of radio was subjected to 
the most careful scrutiny and 
many thousands of pages of testir 
mony and hundreds of exhibits 
with respect to the activities of the 
newspapers were presented during 
the extended hearing. 

“Under the circumstances it is 
a source of pride to the Newspaper 
Radio Committee that the record 
of newspaper men as radio oper- 
ators was such as to justify the 
action taken by the FCC.” 


Joins Midland Radio 


Philip Jesse Murray, formerly 
with the Air Conditioning Train- 
ing Corporation, Youngstown, O., 


the Midland Radio & Television 
Schools, Kansas City. 


Forms Partnership 


has been named sales director of 


National Advertising Company, 
Westminster, Md., has formed a 
partnership, with Scott S. Bair as 
senior partner and Thomas C. 
Waldron, formerly secretary and 


general manager of Interstate Dis- 
plays Company, Buffalo, N. Y., as 
junior partner. Interstate Displays 
was acquired by National Adver- 
tising Company if 1942. 


Friede New Publisher 
of Guide Magazines 
Kenneth M. Friede has been 
named publisher of the Guide 
Magazines, Click, Official Detec- 
tive, Screen Guide and Stardom, 
New York. Henry H. Oschay has 
been appointed business manager. 


FTC, Squibb, Settle 


FTC has closed without preju- 
dice a labeling case against E. R. 
Squibb & Sons, New York, for 
advertising “Granaya with Cas- 
cara.” Squibb agreed in a stipula- 
tion to include in its advertising a 
warning to take the product only 
as directed on the label. 


Named to V&R Board 


W. Blake Dennis of the Mont- 
real office of Vickers & Benson 
Ltd., has been elected to the board 
of directors. 


INTER 


NATIONAL 


COOPERATION 


and creating 


The Yank 


Slogging northward up the 
boot of Italy, the Yanks, 
British, and Canadians are 
driving the common enemy 
to his lair. Once again, as in 
World War 1, they are fight- 
ing shoulder to shoulder, 
beating down totalitarian hate 
international understanding 


thru cooperation. They are not only doing 
this on the battlefront but they are also 
helping to bring order out of chaos with 


civilians behind the lines. 


The drastic wartime scarcity of labor and 
wood has seriously affected the paper in- 
dustry—as everyone knows. We urge the 
buying public to cooperate by conserving 
their paper supplies and by saving waste 
paper. International endeavors, to the best 
of its ability, to render all aid possible to 
printers and buyers of printing. 


* BUY 


ANOTHER WAR BOND «x 
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U.S. and Canadian 
Farm Papers in 
Big Linage Gains 


New York, Jan. 20.—All classi- 
fications of farm papers kept mov- 
ing ahead with substantial linage 
gains, recording a net increase of 
38.2% for December, 1943, issues 
as compared with the comparable 
month in 1942, according to an 


To Reach Farm Women— 


reach the 14,000 Offi- 
cial Women Field 
Leaders — Home Eco- 
nomics Teachers and 


Home Demonstration Agents 


who influence buying practice 
for improvement of Home and 
Farm. Write for data. 


29,000—CCA 


139 N. Clark St. 
CHICAGO 2 


ADVERTISING AGE study based on 
figures compiled by Publishers’ 
Information Bureau. 

Biggest gain was tabulated in 
the weekly group, which marked 
up a sizable 73.7% increase over 
the same month in 1942. They 
carried a total of 38,810 lines com- 
pared with 22,333 lines in De- 
cember, 1942. Dailies.ran a total 
of 222,264 lines against 166,704 
lines for the same month in 1942, 
a net gain of 33.3%. 

Bi-weeklies enjoyed a 49.9% 
gain, carrying 160,635 against 107,- 
190 lines for the same 1942 month. 
Semi-monthlies showed a gain of 
47.1%; monthlies scored a 67.8% 
increase while January monthlies 
registered an increase of 27%. 

Canadian national magazines for 
January carried a total of 104,- 
726 lines against 93,805 for the 
same month last year, for a gain 
of 11.6%. Canadian farm papers 
scored a 4.5% increase, ‘carrying 
168,101 lines against 160,870 for 
the comparable period in 1943. 


Woolf to West-Marquis 
Len Woolf, formerly of Chicago, 

has been named layout director of 

West-Marquis, Inc., Los Angeles. 


YOU MAY BE ABLE TO WALK 
A MILE IN 7 MINUTES* 
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JANUARY ADVERTISING LINAGE IN FARM PAPERS 


Commercial Display j Commercial Display - 


cover THE 
RAPIDS AREA 


FROM CHICAGO 


Kalamazoo-Grand 
area is the home of 
1,488,609 better-than-average 
consumers who vastly pre- 
fer WKZO to any every 
other radio station, either 
“outside” or 


“inside” the 


The 
R 


OR DETROIT! 


It doesn’t matter how hard you 
strain (or how desperately you 
wish) to cover Western Michigan 
with any “outside” radio effort— 
you just can’t do it. 


There are too many intervening 
miles—too much “fading” in this 
area. No outside station can do 
an adequate job in Western 
Michigan. 


But Western Michigan people do 
listen to WKZO. With studios in 
both Grand Rapids and Kalama- 
zoo, we're a “home station” and 
the big Columbia outlet in both 
cities and in all the rich sur- 
rounding countryside. . .. Let us 
prove it to you. Write us direct, 
or just ask Free & Peters! 


*G. H. Goulding, a Canadian, walked a mile 
in 6 minutes, 25.8 seconds, on June 4, 1910! 


WKZO 


covers all Western Michigan, with studios in 


KALAMAZOO and GRAND RAPIDS 


Owned and operated by 


Fetzer Broadcasting Company 


John E. Fetzer, Managing Director 
Free & Peters, Inc., Exclusive National Representatives 


| Including Poultry and Display Including Poultry and Displ. 

Livestock Advertising Livestock Advertis ng 

| 1944 1943 -—1944-——, -——1943-__,, 1944 1943 

| Pages Lines Pages Line& Lines Lines | Pages Lines Pages Lines Lines |. ines 
Monthlies 

*Agricultural Leader's TRG. 36.7 28,758 20.7 16,189 27,024 14.594 
bin 20.6 4,038 10.2 1,995 4,038 1,995 | Hoard’s Dairyman.. 21.4 15,609 14,8 10,773 13,133 850 

*American Fruit idaho Farmer...... 20.4 15,414 14.4 10,887 15,414 1° 817 

a... 17.0 7,311 19.1 8,201 7,311 8,201 Indiana Farmer's 
}*American Poultry 13.1 9,473 7.4 5,801 9,129 599 
Journal: | 2Kansas Farmer..... 17.6 13,345 10.4 7,915 12,491 27 
Eastern Edition... 57.1 24,512 44.8 19,207 10,101 7,331 Michigan Farmer... 21.5 16,515 15.2 11,634 15,036 1 718 
| Central Edition... 46.3 19,881 33.1 14,201 8,238 6,195 | Missouri Farmer.... 17.8 13,979 15.6 12,249 13,979 12.249 
Western Edition... 34.1 14,615 27.3 11,689 7,983 5,712 | 2Missouri Ruralist... 12.8 9,746 7.1 5,415 9,465 1.917 
fIn all 3 Editions 29.2) 12,546 21.2 9,091 7,515 5.405 | Montana Farmer.... 21.4 16,144 14.8 11,179 14,170 10.171 
be i a, || 8.5 3,570 5.6 2,356 3,570 2,356 Nebraska Farmer... 33.0 24,977 20.9 15,205 23,904 15.578 
| Breeder's Gazette... 15.8 7,127 14.2 6,408 5,748 4,132 | Ohio Farmer........ 23.8 18,285 17.1 13,089 17,301 12.536 
| California Citrograph 11.1 7,436 11.4 7,650 7,436 7,650 1Oregon Farmer..... 20.5 15,492 15.8 11,933 15,492 11.849 
| Capper's Farmer.. 26.2 17,834 17.0 11,543 16,382 9,981 *Oregon Grange 
t'*Carolina Tee 11.4 12,726 10.8 12,082 12,726 12.082 
| Co-operator ...... tale ee 7.4 3,105 Fie 3,105 | Pennsylvania Farmer 25.1 19,236 15.7 12,016 18,172 11.012 
{Country Gentleman. 48.9 33,251 39.1 26,617 30,233 24,007 %Utah Farmer ...... 13.9 10,499 11.6 &,778 8,134 6,748 
|*Electricity on | Wallaces’ Farmer... 38.2 29,955 22.2 17,383 26,958 15,455 
8.0 2,856 2.8 1,011 2.856 1,011 IWashington Farmer 21.0 15,859 17.0 12,827 15,859 12.687 
| tare and Ranch... 23.8 18,022 14.6 10,993 15,070 8,090 | Western Farm Life. 21.1 16,515 11.2 8,812 11,890 5,699 
Farm Journal and Wisconsin 
| Farmer’s Wife.... 44.6 19,139 38.4 16,467 17,552 14,066 Agriculturist ..... 29.0 22,722 15.8 12,347 20,967 11,549 
|t**Florida Grower.. ... 8.3 5,666 5,666 | 
| *Hoosier Farmer.... 15.5 6,987 10.8 4,854 6,987 4,854 Total Group....... 452.3 355,020 306.1 241,379 330,417 221,707 

*Kentucky Farmers’ Bi-Weeklies— December 
Home Journal.... 15.2. 11,901 13.6 10,653 10,945 9,773 American 

*Michigan Farm Agriculturist ..... 28.0 20,398 16.1 11,729 18,530 10,500 

3 alee 17.5 3.556 13.8 2,814 3,556 2,814 | Arizona Farmer..... 19.4 14,683 21.2 15,989 14,262 14,589 

*National Live Stock California Cultivator 29.1 21,985 13.5 10,218 21,148 9,499 
PrOG@UCOPr 6.1 4,437 5.0 3,649 4,437 3,649 Dairyman’'s League 

*New Jersey Farm 3.6 2,613 3.8 2,771 2,245 2,471 
and Garden ...... 36.0 16,188 24.8 11,164 13,936 9,016 | New England 

*Ohio Farm Bureau Homestead ....... 23.0 16,083 16.1 11,245 13,386 9,457 
8.8 3.940 10.0 4,495 3,940 4,495 Pacific Rural Press: 

*Poultry Tribune: Northern Edition... $2.0 24,168 20.9 15,769 23,359 14,28 
Eastern Edition... 70.0 30,039 51.6 22,146 13,849 9,927 Southern Edition.. 31.2 23,571 20.3 15,359 22,762 14,050 
Central Edition... 56.4 24,194 38.4 16,470 12,395 8,592 tBoth Editions.... 29.1 21,978 17.7 13,355 21,169 12,214 
Western Edition... 45.5 19,496 33.0 14,170 11,806 8,298 | Prairie Farmer: 

Pacific Edition.... 49.4 21,181 34.3 14,726 12.556 8,494 Ill. & Ind, Editions 30.9 22,471 19.6 14,230 21,806 13,066 
fIn all 4 Editions 38.6 16,554 27.9 11,961 11,198 8,015 “Rural New Yorker... 18.7 14,663 12.6 9,880 13,071 7,299 

*Progressive Farmer: | - 

Carolina-Virginia Total Group....... 215.9 160,635 144.1 107,190 150,569 95,559 
ae 26.0 18,960 22.5 16,344 17,146 14,876 | Weeklies—December 

Georgia-Alabama Capper’s Weekly.... 3.1 6,914 2.6 5,752 6,545 5,735 
Edition ........ 26.4 19,193 24.0 17,452 17,394 16,023 | *Washington Grange 

Ky.-Tenn. Edition. 25.0 18,187 21.9 15,946 16,415 14,470 ere re 14.5 15,694 10.0 10,864 15,694 10,864 

Miss. -La.-Ark, | Weekly Kansas City 
a eee 18,926 22.2 16,129 17,231 14,761 Star: 

| Texas Edition..... 19,312 21.8 15,842 17,094 13,896 Missouri Edition.. 6.6 16,202 2.3 5,717 15,544 >, 546 

tIn all 5 Editions 16,495 18.1 13,140 15,216 12,162 

tAver. 5 Editions 26. 18,915 22.5 16,342 17,056 14,805 Total Group....... 24.2 38,810 14.9 22,333 37,783 21,945 

Southn. Agriculturist 19.6 13,686 16.8 11,741 12,223 10,367 | Dailies—December 

Southern Planter.... 25.8 18,047 21.2 14,833 16,499 13,822 | *Chicago Daily 

Successful Farming.. 41.5 18,658 34.7 15,632 16,864 14,224 | Drovers Journal... 27.9 59,265 19.9 42,422 45,757 36,990 

—— | *K ansas City Daily 
Total Group.......899.2 466,480 698.0 367,398 361,791 283,078 | Drovers Telegram. 28.0 59,516 19.5 41,540 40,189 32,167 
Meonthlies—December | *Omaha Daily Jour- 

Arkansas Farmer... 9.7 7,334 0 3,744 7,122 3,744 nal-Stockman .... 29.9 63,682 23.9 50,771 48,940 39,837 

Farmer-Stockman .. 23.0 17,389 12.4 9,375 16,205 8,419 | *St. Louis Daily Live 

*Idaho Granger..... 6.8 7,411 4.5 4,866 7,411 4,866 | Stock Reporter.... 18.7 39,801 15.0 31,971 29,819 26,690 

Nation's Agriculture 8.2 3,703 7.3 3,279 3.708 1279 

Wyoming Stockman Total Group....... 104.5 222,264 78.3 166,704 164,705 135,684 
5.3 1,778 1.3 2.943 4,638 2,747 
Total Group 53.0 40,615 32.5 4.207 30.070 received from Publisher. 

615 2.5 24,207 39,079 8,048 tF igures not included in totals. 
issues, 1943; three issues, 1942. 
P “One issue, 1943; two issues, 1942. 
News 12.2 13,328 11.4 12,390 13,328 12,390 | issue both years. 
Dakota Farmer..... 21.3 16,443 16.2 12,475 15,845 11.283 ‘Figures not received to date. 
FCC Sets Hearing ton, D. C., Philadelphia, Louis-| ately equal terms in the same 
ville, Indianapolis, Columbus, O., 


on KYCA Control 


Washington, D. C., Jan. 19.— 
An application involving the 
transfer of control of KYCA, Pres- 
cott, Ariz., was designated for 
hearing today under the newly- 
adopted FCC policy of processing 
individual applications to de- 
termine whether they involve con- 
centration of control of the media 
of mass communications. 

Although the Commission 
agreed unanimously only a week 
ago on the compromise case-by- 
case approach on newspaper own- 
ership, the KYCA application ap- 
parently reopened old cleavages, 
for Commissioner T. A. M. Craven, 
who had opposed the newspaper 
ownership ban since it was pro- 
posed, dissented from the de- 
cision to hold a hearing on the 
KYCA transfer. The in- 
volves sale of 65 shares from a 
block of stock now held by Albert 
Stetson, president and director of 
the Southwest Broadcasting Com- 
pany, licensee of the station. 

The would-be purchaser is the 
KTAR Broadcasting Company, 
which already owns 49.7% of the 
stock of KYCA, in addition to sub- 
stantial or controlling interests in 
three other of Arizona’s 11 sta- 
tions, including KTAR, Phoenix; 
KVOA, Tucson, and KYUM, Yuma. 
In addition, KTAR Broadcasting 
Company is controlled by the Ari- 
zona Publishing Company, pub- 
lisher of two Phoenix newspapers. 
No date has been set for the hear- 
ing. 


Cites Baking Company 
for ‘Favoritism’ 

General Baking Company, New 
York, maker of Bond bread, has 
been charged in an FTC complaint 
with violating the Robinson-Pat- 
man Act by allegedly paying ad- 
vertising allowances to preferred 
customers and providing other 
facilities which were not available 
on equal terms to other customers. 

According to the FTC complaint, 
the company made payments 
varying from 50 cents a week to 
$525 a month to approximately 35 
preferred customers in Washing- 


and elsewhere. The payments were 


allegedly in compensation for ad-} 


vertising services furnished by the 
customer in the sale of Bond 
bread. The complaint charges that 
the company has violated the act 
by not offering such payments to 
other customers on_ proportion- 


trading areas. 


Roselle Joins JWT 

D. P. Roselle, creative head of 
R. E. Lovekin Corporation, Phila- 
delphia, for the past eight years, 
has joined J. Walter Thompson 
Company, New York. 


particular business. He 


as a member of a team. 


to $15,000 a year—the 


| complete and frank as 
| 


AGE, 100 E. OHIO 


JOB SEEKS MAN 


One of America’s big companies is looking for an 
advertising manager. The present occupant of | 
the job is moving on up. 


The man sought will be thoroughly experienced 
in his profession, though not necessarily in this 


with ideas, disciplined by good judgment. 


He will know how to organize, to plan ahead, to 
keep the job moving. He will know how to work 


He will probably be somewhere between 35 and 
45 years old. If he drinks, it will be in moderation. 
If he has any pronounced economic or social 
| philosophy, it will include a firm belief in the 

fundamental rightness of free enterprise. 


He will be interested in a salary of from $10,000 
qualifications. He will be happy at the thought 
| of living on the Pacific Coast. 


Do you happen to be—or to know—such a man? 
Correspondence will be held in strict confidence. 
But to lead to an interview a response must be 


situation, reasons for wanting to make a change. 
Special attention will be given anyone who admits 
his faults as well as his virtues. 


PLEASE WRITE TO BOX 4537, ADVERTISING 


will be creative—a man 


salary depending on his 


to background, present 


ST., CHICAGO 
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Edifors and Admen 
0.K. ‘Brutal’ Copy 
in Accident Drive 


(Picture on Page 59) 

Boston, Jan. 19.—How tough can 
an advertiser get in plugging a 
public-welfare theme without de- 
stroying the value of his effort by 
creating antagonism among read- 
ers? 

That is a question which has 
been of particular concern to Lib- 
erty Mutual Insurance Company 
and Bennett Moore, its vice-presi- 
dent in charge of public relations, 
ever since the highly successful 
“7th Column” campaign of Liberty 
Mutual was launched. 

Mr. Moore had an idea that the 
degree of toughness which is ac- 
ceptable is governed entirely by 
the seriousness of the problem dis- 
cussed and by the tenor of the 
times; and he had good reason to 
believe that his company’s 7th 
Column campaign was achieving 
extraordinary recognition without 
offending any sizable number of 
readers. 

But to check voluntary reactions 
against the considered judgments 
of a group of “opinion formers,” 
he sent out reprints of the tough- 
est in the series—the ‘Wounded 
by the 7th Column” advertisement 
which ran in the Nov. 20 Satur- 
day Evening Post—to 75 people, 
about one-third editors and pub- 
lishers; one-third advertising 
executives, both in agencies and in 
other business concerns; and one- 
third to general business execu- 
tives. 


Asks Opinions 


He asked for their frank opinions 
on the attention and interest value 
of the ad, whether it was likely 
to offend many people, and sug- 
gestions for presenting the basic 
thought of accident prevention 
more powerfully. 

Within two weeks, 61 of the 75 
had replied, with 57 of these com- 
menting more or less favorably on 
the type of copy and illustration, 
and 4 adversely. Most believed 
that the advertisement would 
draw some unfavorable response 
from readers, but the majority 
agreed that brutal illustrations and 
text were needed to perform the 
job. Actually, appearance of the 
copy in the Post elicited no pro- 
tests whatever; on the contrary, 
several requests for permission to 
reprint the picture of the cripples 
were received. 

An analysis of the replies indi- 
cated that, in general, business 
executives outside the advertising 
business were most concerned 
about the possibility of adverse 
reactions to the advertisement, 
while newspaper and magazine 
editors were almost unanimous in 
commending it, and in stressing 
the need for shocking power in 


Growing 


_ Published by GIRL SCOUTS 
95 Bast agth Sereet, New York 17 


800,000* Readers say. 
“Crow along with us!” 


“Based on Survey tabu- 


presenting stories of this nature to 
the public. 

“I was most interested in the 
replies from editors because in the 
type of advertising which we are 
doing it seems to me that the edi- 
torial ‘know how’ of what people 
will and won’t read and will and 
won’t resent is of even more im- 
portance than what people in 
advertising or general business 
might think,” Mr. Moore said. “I 
believe this study has been ex- 
tremely helpful, and without over- 
doing it I plan to take the pulse 
of this same list from time to time 
in the future.” 


Robinson Made V. P. 


Hubbell Robinson Jr., associate 
director of radio for Young & 
Rubicam, New York, has been 
named a vice-president of the 
agency. He joined Y&R in 1928. 


Kysor Joins FC&B 


James D. Kysor, manager of re- 
search and media for Griswold- 
Eshleman Company, Cleveland, 
and previously with Campbell- 
Ewald Company, Detroit, will join 
the media department of Foote, 
Cone & Belding, Chicago, on 
Jan. 28. 


Grammes Wins ‘E’ 

L. F. Grammes & Sons, Allen- 
town, Pa., peacetime manufacturer 
of metal signs and sales promo- 
tional material, has been awarded 
the Army-Navy “E” pennant for 


high achievement in war produc- 
tion. 


Joyce to Stevens Hotel 


Fred Joyce has been named ad- 
vertising and publicity director of 
the Stevens Hotel, Chicago. 


Jan. 26-27. 
Inc., annual convention, Commo- 
dore Hotel, New York. 


FM Broadcasters, 


Feb. 9-11. American Manage- 
ment Association, midwinter in- 
dustrial relations conference, Pal- 
mer House, Chicago. 

Feb. 15-16. Inland Daily Press 
Association, winter meeting, Hotel 
Sherman, Chicago. 

May 25-27. Associated Business 
Papers, annual spring meeting, 
oo Country Club, Rye, 


Names Hammond 
J. C. Hammond, formerly with 
National Battery Company, St. 


Paul, has been named vice-presi- 
dent in charge of sales of the 
Franklin Transformer Mfg. Com- 
pany, Minneapolis. He will direct 
merchandising activities. 


Myers to Walsh 


Fred Myers, formerly in the art 
department of Bomac Engravers 
Ltd., Toronto, has been named art 
director for the Toronto office of 
Walsh Advertising Company. 


Sell 72. 000 atest Grange 


G 
PACIFIC. Bids., San Francisco 


Hastie, New York 
Duncan A. Scott, 


POST-WAR 


ADVERTISING MEN, who are fitting together the jig-saw puzzle of 
post-war market coverage, have come upon a pertinent fact: 

The post-war South promises to be an even bigger and better 
market than the pre-war South ever was—a market that will demand 
a new approach to the problem of coverage. 


Dr. Philip M. Hauser, assistant director of the Census Bureau, 
recently selected the 17 U. S. cities most likely to retain big war- 
time increases in population. 14 of these are in the South—3 in the 
rest of America. 


But the South has made still greater progress in its growth as a 
rural market. Its cash farm income is increasing at the rate of nearly 
a billion dollars per year. And Victory should bring an even greater 
demand for Southern farm products. 

You will need increased sales influence in the 
Rural South after the War. You can get it by 
including The Progressive Farmer in your post- 
war advertising plans. 


The Progressive Farmer is the South’s lead- 


. the South’s leading 
. the South’s leading 


ing men’s magazine. . 
women’s magazine. . 
young people’s magazine. More Southerners 
will see your advertisement in The Progressive 
Farmer than in any other publication. 


The ‘ South Subscribes to to 


The | Progressive Farmer 


Advertising Offices: 


MEMPHIS, DALLAS, 


RALEIGH 


NEW YORK, CHICAGO 


Pacific Coast Representotive: Edward S$. Townsend Co., Son Francisco 


Pacific Coast and Midwest 
| 
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NEW RADIO RESEARCH 
REVEALS VALUE 
LOCAL STATIONS 


A series of “around-the-clock” radio audience surveys have 
been made for a full week in several secondary markets. In 
every market these surveys show that the local radio station 
has a larger audience—on the average—than the 50,000 watt 
stations heard in the same market. This principle has been 
found true in every city thus far without exception. 


For example, these ratings show the percentage of the radio 
audience commanded—on the average—by each station in 
the following cities: 


In Peoria, 
Illinois, the 
Local Sta- 
tion Leads 


In Terre 
Haute, In- 
diana, the 
Local Sta- 
tion Leads 


In Madi- 
son, Wis- 
consin, the 
Local Sta- 
tion Leads 


In Spring- 
field, I1li- 
nois, the 
Local Sta- 
tion Leads 


In Fargo, 
North Da- 
kota, the 
Local Sta- 
tion Leads 


Ist Chicago 50,000 Watt Station.... 
2nd “ “ 
Ist St. Louis 50,000 Watt Station.... 
Ist Chicago 50,000 Watt Station.... 
3rd “ “ 


Ist Cincinnati 50,000 Watt Station... 
lst Indianapolis Station............ 


Ist Chicago 50,000 Watt Station.... 

Ist Milwaukee Station ............ 


Local Station 
= Chicago 50,000 Watt Station 
3rd & 4th 
ow St. Louis 50,000 Watt Station 
All Others 


Local Station 


eer 


59.5% 


Ist Minneapolis 50,000 Watt Station. 6.8 


Bismarck Station 
Yankton Station 
Grand Fork Station 
Moorhead Station 
All Others 


Coverage Versus Listening 


These surveys covered the major part of the day and evening—from 8 A. M. 


to 10 P. M. 


varying from an average of 1.8% of the total audience to 20.4%. 


In each market the 50,000 watt stations of nearby big cities 
could be plainly heard. 


In many instances their audiences were small— 


But in 


every city, by far the greatest percentage of “listening” was commanded 
by the local station. 


During many periods of the day and evening, the local station has a greater 
audience than all other stations combined. 


Costs of Coverage Usually Lower for the Local Station 


The true measure of the cost of radio advertising is the cost of securing 


listeners. 


These surveys show that the local station usually secures actual 


listeners in its market for 1/4 to 1/10 the cost of securing them on nearby 
50,000 watt stations heard in that market. 


Radio Advertisers Want Facts on Spot Stations 


Population shifts, high rates of employment and greatly multiplied buying 
power all make secondary markets more important than ever before to radio 


advertisers. 


They want the facts about the size of the audience com- 
manded by spot stations. 


Chapelle Rating Surveys show the percentage of the audience listening to 


each station for each individual period of the day and evening. 


These 


individual program ratings are extremely valuable to the Program Depart- 
ment also in planning all programs. 


For information on how to secure complete ratings for your station call | 


or write— 


MARKETING CONSULTANTS 


500 North Dearborn Street « CHICAGO «+ Telephone Whitehall 7731 


GENERAL 
|*Ace Fiction Group. 
| Actual Detective.... 
|American Magazine. 
*American Forests. . 
American Home.... 
American Legion.... 
Asia & the Americas 
Better Homes & Gar- 


Christian Herald.... 
| Columbia 


Cosmopolitan 


| 

|*Dell Detective Grp. 
|*Dun’s Review..... 
| Esquire (National)... 
i*Extension ........ 
Fawcett Men's Gr 


*Grade Teacher..... 
*Guide, Detective 
*Hillman Detective 
House Beautiful.... 
House & Garden.... 
*Improvement Era.. 
Instructor ......... 
Macfadden Detective 
Mechanix Illustrated 
*Motor Boating..... 
National Geographic 
Nation’s Business... 
Popular Mechanics.. 
*Popular Publica- 
tions Group....... 
Popular Science..... 
Promenade 
Redbook 
*Rotarian 
Scientific American. 
*Street & Smith Fic- 
tion Group 
*Thrilling 
The 
Town & Country... 
40% 
Woodmen 
*Yachting 


Group, 


Total Group... 
WOMEN’S 
*Charm 
Glamour 
Good Housekeeping. 
Harper’s Bazaar.... 
Holland’s 
Household 
Ladies’ 
Mademoiselle 
Modern Romances 
(MM) 
Modern Screen (MM) 


Home Jour- 


Motion Picture.(F). 
*Movie Life ....... 
*Movie Radio Guide 


*Movie Stars Parade 
Movie Story (F).... 
Parents’ 
Metro. Ed.) 


1943 1942 
Pages Lines Pages Lines 
108.8 24,375 142.1 31,829 
67.0 45,582 55.1 37,478 
665.7 285,609 373.6 160,275 
117.9 49,504 79.2 33,250 
421.3 266,249 356.7 225,412 
248.1 106,448 127.1 54,534 
24.8 10,644 29.8 12,783 
561.6 354,953 459.8 290,615 
220.0 94,384 214.4 91,984 
37.3 25,368 34.7 23,615 
747.4 320,641 551.6 236,630 
161.2 69,174 150.1 64,414 
178.8 76,666 103.3 44,461 
122.8 52,696 68.5 29,391 
857.9 576,561 578.7 388,889 
121.7 83,706 107.6 74,020 
102.4 43,953 92.6 39,719 
1,868.2 1,180,694 1,415.2 894,396 
128.3 56,599 123.7 54,546 
66.9 45,510 54.9 37,351 
104.3 44,766 118.7 50,921 
463.5 292,933 393.4 248,608 
422.4 266,937 407.3 257,440 
189.0 81,084 188.8 81,003 
122.7 83,921 117.6 80,413 
124.2 53,267 74.1 31,776 
439.2 98,380 321.4 71,996 
80.3 34,494 91.0 39,056 
841.0 363,312 616.5 266,337 
366.2 87,150 237.4 56,509 
708.9 297,736 490.0 210,213 
51.7 22,172 57.2 24,542 
868.9 194,632 734.5 164,534 
140.1 31,383 185.4 41,537 
853.7 191,228 651.3 145,899 
370.4 158,926 271.7 116,551 
452.1 193,940 367.1 157,492 
53.4 22,891 68.1 29,613 
126.9 54,454 127.7 54,786 
102.2 22,777 126.8 28,394 
325.3 136,625 63.4 113,009 
219.0 * 49,078 221.9 49,705 
735.6 494,327 423.3 284,465 
6.0 3,792 31.8 20,100 
36.1 15,475 23.8 10,201 
749.6 473,749 510.6 322,699 
.15,780.8 7,538,745 12,239.5 5,783,391 
506.0 217,082 241.2 103,471 
102.2 69,468 46.6 31,671 
613.6 263,225 379.4 162,781 
1,124.5 482,393 925.1 396,859 
1,179.6 792,717 813.4 546,621 
135.1 102,117 133.7 101,095 
194.7 132,411 174.3 118,508 
1,013.7 689,297 854.9 581,368 
1,479.3 634,616 1,211.9 519,915 
716.9 487,482 655.9 446,020 
427.6 183,435 319.6 137,114 
474.1 203,377 361.9 155,254 
497.8 213,567 378.7 162,478 
225.9 96,926 170.8 73,265 
142.1 90,750 175.3 119,216 
230.0 98,658 164.9 70,725 
495.9 212,725 378.6 162,419 
230.8 99,018 169.5 72,717 
669.9 287,405 556.2 238,590 
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1943-1942 ADVERTISING LINAGE IN NATIONAL MAGAZINES 


1943 \ 1942--__. 
Pages Lines Pages lines 
tParents’ (National) 635.6 272,655 520.8 225,406 
*Personal Romances 202.9 87,034 124.7 5,496 
Photoplay-Movie 
Mirror (Mac)..... 492.7 211,388 390.1 167,370 
Radio Mirror (Mac) 396.9 170,273 298.1 127,865 
Romantic Story (F) 450.4 193,244 298.2 127,934 
*Screen Guide...... 210.3 143,012 210.1 142,864 
Screenland Unit .... 309.1 132,622 290.4 124,585 
Screen Romances 
164.1 70,403 139.6 59,894 
210.3 143,012 155.5 105.748 
True Confessions(F) 486.6 208,760 338.9 145,378 
True Experiences 
423.4 181,624 332.5 142,623 
True Love & Ro- 
mance (Mac) 414.3 177,747 320.3 137,426 
True Romances 
434.9 186,605 347.4 149,055 
568.3 243,813 460.1 197,375 
WOE cea ves 1,660.6 1,049,495 1,115.6 705,038 
Woman’s Day ...... 349.6 150,001 320.7 137,573 
Woman’s Home 
Companion ....... 691.5 470,249 582.5 396,075 
Total Group....18,375.8 9,369,104 14,179.0 7,267,252 
STANDARD 
American Mercury.. 104.1 18,949 117.1 21,311 
Atlantic Monthly.... 520.8 218,734 348.1 108,512 
Harper’s Magazine.. 406.2 96,677 276.9 65,901 
Total Group.... 1,031.1 334,360 742.1 195,724 
OUTDOOR 
American Rifleman. 328.7 141,223 282.6 121,259 
Field & Stream..... 396.8 170,247 325.7 139,740 
Fur-Fish-Game .. 167.9 72,163 168.2 72,144 
Hunting & Fishing. 136.4 58,509 149.4 64,077 
Outdoor Léfe ....... 360.4 154,608 277.4 119,015 
111.9 48,021 60.3 25,887 
Sports Afield ...... 295.9 126,955 222.6 95,506 
Total Group.... 1,798.0 771,726 1,486.2 637,628 
JUVENILE 
*American Girl 70.2 30,137 57.3 24,566 
138.1 93,882 120.5 $1,975 
*Calling All Girls.. 63.3 24,125 13.3 5,061 
45.4 19,500 42.9 18,383 
Open Road for Boys 88.9 38,123 60.8 26,084 
*True Comics....... 37.7 14,347 12.0 4,569 
Total Group.... 443.6 220,114 306.8 160,638 
WEEKLIES 
*American Weekly.. 468.2 891,528 358.9 683,304 
Business Week..... 3,570.2 1,531,627 2,542.6" 1,090,778 
*Christian Advocate 184.7 77,559 198.3 85,068 
2,056.9 1,398,681 1,679.7 1,142,209 
731.1 313,637 673.6 288,983 
Family Circle....... 827.5 354,981 872.4 374,266 
393.8 168,926 311.1 133,462 
See ee 216.5 175,770 177.9 170,201 
656.6 281,672 546.4 234,394 
949.2 645,433 492.7 335,003 
| Newsweek ......... 3,003.7 1,261,553 1,851.4 794,256 
*New York Times 
778.0 778,036 496.5 496,535 
New Yorker ....... 2,335.2 1,001,792 1,843.6 790,922 
110.6 75,237 60.8 41,348 
Saturday Evening 
oo) 155.2 72,286 135.7 58,216 
This Week Maga- 
rere 599.9 509,971 489.1 415,737 
3,312.8 1,391,380 2,923.8 1,254,294 
*United States News 2,139.6 898,644 1,094.0 469,308 


Total Group... .28,280.4 15,766,429 22,027.2 12,447,759 


*Figures received from publisher. 
tFigures not included in totals. 


Is No More! 


Please reserve for me...... 


reservations. The author of the Dia 
ordered in this way. 


bill me for this order on date of publication. 


ADVERTISING AGE, 100 E. Ohio St., Chicago 11 
...copies of DIARY OF AN AD MAN, at $3 each. 


postpaid. In consideration of this advance reservation, my copy is to be per- 


sonally autographed by the author. I enclose $ 


Please use the coupon below in making your reservation. 


The Diary of an Ad Man 


It is with deep regret that ApverTIsING AGE announces the discontinuance of 
the Diary of an Ad Man. The author, one of America’s outstanding advertising 
men, finds it impossible to spare the time which preparation of this feature 
entails, and has reluctantly been forced to abandon it, after a year and a half 
in which it has developed the largest and most enthusiastic following ever 
achieved by any feature in the advertising press. 


A new feature which we believe will carry on the high tradition of the Diary 
will be launched in these pages within a few weeks. 


In the meantime, regular readers of the Diary, including the hundreds who 
have inquired about republication of the material, will be pleased to learn that 
all of the Diary entries which have been published in this column since mid-1942 
will shortly be published in book form, and will bear the author’s name. 

Because of paper limitations, ApvERTISING AGE desires to gauge the demand 
for copies of the book as closely as possible, and therefore invites” advance 
ry has agreed to autograph each copy 


. 


in full payment; or, 


Adver isi 
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Magazines Reflect 
Heavy Ad Volume 
in Linage Gains 


New York, Jan. 20.—Unable to 
accept all advertising offered, and 
compelled in many instances to 
ration space to old, first-line ad- 
yertisers, national magazines nev- 
ertheless wound up 1943 with a 
linage gain of 28.3% as compared 
with 1942, a study of reports com- 
piled by Publishers’ Information 
Bureau for ADVERTISING AGE re- 
vealed this week. Magazines car- 
ried a total of 34,000,478 lines 
against 26,492,392 lines in 1942. 

The general magazine group, 
which marked up a loss of 2.6% 
in the prewar year of 1941 and 
extended its losses with a net 
decline of 11.1% in 1942, showed 
a strong reverse upward trend 
with a substantial increase of 
30.7%. Linage in this classifica- 
tion totaled 17,538,745, compared 
with 5,783,391 lines in 1942. 

An increase of 26.7% was re- 
corded by weeklies, which carried 
an aggregate of 15,766,429 lines in 
1943, compared with 12,447,759 
lines in 1942. A significant event 
occurred recently in this category 
when, in line with paper restric- 
tions and attempts to accommo- 
date as many advertisers as possi- 
ble, The American Weekly reduced 
from standard to tabloid size for 
the first time since inception of 
the magazine. 

Standard magazines, which in 
1942 registered the heaviest linage 
gain in the national magazine 
group with a 10.5% increase over 
the previous year, again stood out 
in the field with a notable gain of 
70.8%. They carried a total of 
334,360 lines, contrasted with 195,- 
274 lines in 1942. 

Women’s magazines, which re- 
versed a favorable trend enjoyed 
during 1941 by showing a decline 
of 43% in 1942, reflected the 
bonanza year for magazine pub- 
lishers in 1943 with an increase of 
23.9% over 1942. A total of 9,369,- 
104 lines was carried last year 
_ with 7,267,252 lines in 
1942. 

Outdoor publications, which 
dropped 6% during 1941, only to 
extend this loss in 1942 to 21.7%, 
reversed the trend to mark up a 
gain of 21% for 1943, when they 
carried a total of 771,726 lines 
against 637,628 lines in 1942. 

In the juvenile group an in- 
crease of 37% was registered for 
1943, during which a total of 
220,114 lines were carried, com- 
pared with 160,638 lines in the 


Television Groups 
Organize; See 
Expansion Ahead 


Chicago, Jan. 18. — Envisaging 
development of large scale tele- 
vision activity after the war, rep- 
resentatives of the industry meet- 
ing here this week formed the 
Television Broadcasters Associa- 
tion. Object is to “foster and pro- 
mote the development of the art 
of television broadcasting.” 

Active voting membership in 
the association will be granted to 
all organizations operating a com- 
mercial or experimental television 
broadcasting system, who have a 
construction permit to do so, or 
who have an active application for 
either filed with the FCC. Af- 
filiate, non-voting memberships 
are open to others interested in 
television. 


Organization Committee 


The organization meeting was 
proposed by the Society of Tele- 
vision Engineers, Los Angeles, 
represented by Philip G. Caldwell 
and Curtis Mason. Allen D. Du- 
Mont, of the Allen B. DuMont 
Laboratories, was named chairman 
of the organization committee. 
Other members are: F. J. Bingley, 
Philco Corporation; Robert L. 
Gibson, General Electric Com- 
pany; O. B. Hanson, National 
Broadcasting Company; E. A. 
Hayes, Hughes Tool Company; 
C. W. Mason, Earl C. Anthony, 
Inc.; C. W. Miner, Columbia 
Broadcasting System; Paul Rai- 
bourn, Television Productions, 
Inc.; and Lewis Allen Weiss, Don 
Lee Broadcasting System. 


Joins Chemical Color 


Mustoe Given has been named 
specialties department manager of 
the Chicago office, Chemical Col- 
or & Supply Company, division of 
General Printing Ink Corporation. 


Lewin Adds Accounts 


A. W. Lewin Company, Newark, 
N. J., has been appointed by Auto- 
matic Winding Company, East 
Newark, and Scientific Electric 
(division of “S” Corrugated 
Quenched Gap Company), Gar- 
field, N. J. 


Reagan Joins Bruno 

Allan Reagan, formerly in 
charge of OPA informational ac- 
tivities in the region comprising 
New York, Pennsylvania, New 
Jersey, Maryland and Delaware 
and the District of Columbia, has 
joined H. A. Bruno & Associates, 


previous year. 


New York public relations counsel. 


Introducing . . : 


EORIA NEWSPAPERS, INC. 


An agency corporation organized to manage the 
business and mechanical departments of The Peoria 
Star, and The Peoria Journal-Transcript. 


The two powerful newspaper organizations remain 
corporately and editorially separate, but all other 
facilities are now combined to render a more com- 


fo and efficient service to the rich and prosperous 
EORIAREA market of over 300,000 consumers, 
85,000* newspaper reading families. 


Low Rate ...a Rare “Buy” 
20cper line (flat), daily or Sunday, for 85,000* com- 


bined circulation . . 


. a complete market coverage. 


*Estimated minimum 


he PEORIA MORNING STAR 
he PEORIA JOURNAL-TRANSCRIPT 


(Evening) 


he SUNDAY JOURNAL-STAR 


tl P. Slane, President 
lH. Maloney, Adv. Director 


WARD-GRIFFITH CO. INC. 


Claude U. Stone, Chairman 


Roy A. Pratt, Nat. Adv. Mgr. | 
NATIONAL REPRESENTATIVES 


Offices in Principal Cities 


War 


will leave tts 


Imprint on the South 


Tears to dry, because we are a human 
people, and heartaches to become proud, poignant 
memories; but when the last shell has been fired, 
when the machines that make machines of war slow 


and stop.... 


Then, around them the people of the South will 
look and say ... “War did. this thing to us.” A 
good thing, even though bought by war! 


ALWAys rich in basic materials, it was 
natural that industry turn to the South for wartime 
development; and in the process, change the South's 
entire economic pattern. That it should see Dixie’s 


industrial payrolls gaining more rapidly than the 
average of the nation; that it should teach new and 


highly paid skills; that it foster a veritable migration 
of workers to swell an already rapidly increasing 
population. It was inevitable that the South should 
become—and will continue to be—the fastest grow- 
ing industrial section of the United States. 


Actually, war did not cause it. War 
only hastened it. Even at the turn of the 
century, the textile industry’s mass exodus 
southward had begun. Between 1914 and 
1939, while industrial prodaction was in- 
creasing 131% throughout the country, 
the South’s increase was 241%. And dur- 
ing the census decade preceding Pearl 
Harbor only nine states in the Union 
showed a growth in industrial production. 
All nine were Southern states. 


Nor was the trend leaving Dixie's 
population unaffected. In urban areas the 
South’s population increased 77.8% over 
a twenty-year span while the remainder 
of the nation showed an urban growth of 
only 34.5%. 

All of that, and more, before 
the tremendous acceleration of 
war. That is the background. 

The shifting of urban populations to- 
day is so swift, little stability can be at- 
tached to known figures. This we do 
know: Of those first sixteen urban areas 
designated as superior prospects for re- 
taining their wartime growth, thirteen are 
Southern. 

War has brought to the South an air- 
port development unequalled in any 
other section, an overwhelming prepond- 
erance of army camps. With headquarters 
for the 4th Service Command in Atlanta, 
with its great maneu- 
ver areas, more than 
half the army of the 
United States has been 
in training in Southern 


States . . . millions ot men from the East, 
North and West who have seen, and vow 
to share, the opportunities of the New 
South. . 

Every law of nature and economics sup- 
ports the conviction that Dixie’s con- 
version to peacetime industry will be 
rapid, its continued expansion assured. 
One manufacturer’s plans are complete 
for production of vitreous sanitary fix- 
tures. Another is set for domestic re- 
frigeration; another for plastics; for the 
miracles of plywood. Multiply it a 
hundredfold! Manufacturer’s with basic 
materials in their backyards; the God- 
given power of coal and oil and gas and 
water and an earth rich with essential 
minerals. The South is, and will be, mak- 
ing things the South never made before! 

Do not think we feel less enthusiastic 
over the South’s agricultural future. It is 
bright with promise. Through the magic 
of chemistry and the endless variety of 
new uses it is finding for cotton and 
peanuts, for the soybean, cane and pulp, 
the South’s agricultural importance will 
continue to grow. It is a vital part of the 
New South and its new economy. 


We call it an  industrial-agrarian 
economy, and believe it is the only type 


on which real prosperity can be built. 


THE 
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The Journal circulation 1s 
193,592 daily, 247,384 Sun- 
day; the largest circulation 


Lhe the Deu 


in the South. We are repre- 
sented by Sawyer-Ferguson- 
Walker Company, New York, 
Chicago, Detroit, San Fran- 


cisco, Atlanta, 
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McKesson-Robbins | 
‘44 Promotion to 
Break All Records 


New York, Jan. 20.—McKesson 
& Robbins has set aside an adver- 
tising budget of $2,500,000 for 
1944, representing an increase of 
about $500,000 over 1942, it was 
made known last week by L. M. 


media, will bring the McKesson 
name and its six nationally adver- 
tised products before the public on 
a greater scale than ever before. 
While major concentration will 
be placed on the company’s “big 
six”—Calox, Bexel, Bax, Albolene 
cleansing cream, Yodora and Sore- 
tone—plans have developed cover- 
ing all 234 items in the McKesson 
line, with the annual spring pro- 
motion known as “Hollywood Good 
Looks-Good Health Week,” on the 
agenda for immediate attention. 


Additions to List 
Pointing out that in addition to 


Van Riper, vice - president in 
charge of advertising. Details of 
the company’s ad plans were told 
io a group of 80 key men of the 
national McKesson organization, 
representing most of the com- 
pany’s 64 divisions throughout the 
country, who attended a’ three-day 
conference at Bridgeport, Conn., 
Jan. 12-14 (AA, Jan. 10). 

A major feature of the 1944 ad 
program will be a coast-to-coast 
half-hour weekly radio program, 
to be heard over the Blue Network 
starting the latter part of March 
which, in addition to other major 


TIME is the Favorite Magazine 


of Army, Navy, and Marine 
Officers... 


For example, Lieut. F. L., 
of the Marines, writes: 


"We're a TIME-hungry bunch 
here. Several of us receive 
the Pony Edition but we have 
to scout for new places to hide 
each copy until we’ve read it 
and are ready to pass it along. 
I don’t need to say what TIME 
does for morale." 


the forthcoming new radio show, 
all present successful radio proj- 
ects will be maintained, Mr. Van 
Riper divulged that new media 
will be added for service products. 

For Calox, Liberty has been 
added to the list of Collier’s, Life, 
Look, The Saturday Evening Post 
and the Screenland Group. Good 
Housekeeping and Ladies’ Home 
Journal have been added to the 
list for Albolene promotion. There 
will be a greatly increased cam- 
paign for Yodora, using 14 maga- 
zines with larger space, in addi- 
tion to a separate campaign in 
leading hospital publications di- 
rected to the nursing profession. 

Another McKesson product joins 
the “big time” this year with an 
all-year campaign created for 
Soretone in Collier’s, The Saturday 
Evening Post, Capper’s Farmer 
and 2,609 small-town newspapers. 

In the vitamin field, described 
by J. D. Tarcher, president, J. D. 
Tarcher & Co., one of the agencies 
on the account, as “a battle of 
giants,” McKesson has designed its 
program in behalf of Bexel via 
established radio spots over 114 
stations and continuing what it 
calls its “Hollywood Campaign,” 
which features top-flight screen 
stars. 

Another agency executive who 
attended the McKesson conference 
was P. S. Strong, vice-president, 
Ivey & Ellington, which also han- 
dles several of the McKesson 
products. Mr. Strong told the ses- 
sion that retail druggists are rec- 
ognizing the vast possibilities for 
vitamin sales, noting rapid prog- 
ress for the new vitamin Bax 
introduced last summer, in a re- 
nad which he read to the assem- 

y. 

A glimpse into the future was 
offered by Neal Ivey, president of 
the same agency, who declared the 
present was “the ideal time to cre- 
ate a cushion of achievement in 
distribution, display, and dealer 
confidence, which will absorb the 
shock of possible future disloca- 


tion and permit us to go solidly 
ahead.” 


Kaufman Advanced 


Mark Kaufman has been named 
manager of Landau Outdoor Ad- 
vertising Company, Philadelphia, 
succeeding Leonard Landau who 
has joined the Army. 


Drug Account to Grey 


Dr. D. Jayne & Son, Inc., 
has appointed Grey Advertising 
Agency, New York, to handle ad- 
vertising and promotion of Jayne’s 
Vermifuge and other drug prod- 
ucts. Herschel Deutsch is the 
account executive. 


Knapp Joins Smith 

Philip G. Knapp, formerly pro- 
duction manager, Hutchins Adver- 
| ne Agency, Rochester, N. Y., 
'has joined John P. Smith Com- 
pany, Rochester, as a production 


| assistant and special service con- 
tact man. 


La Cossitt Promoted | 


Henry La Cossitt, associate edi- 
| tor of American Magazine for the 
| mon two and a half years, has 
been named managing editor of 
|Collier’s. He is succeeded by John 
|K. McCaffery, who has been an 
|associate editor of Doubleday, 
Doran & Co. 


Neubauer to Blatz 


Hal Neubauer, formerly whole- 
| sale sales manager of P. Ballantine 
& Sons, Newark, N. J., has been 
named assistant to C. A. Wasem, 
| vice-president of Blatz Brewing 
Company, Milwaukee. 
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Jan. Magazine 
Linage Up 26.6% 


New York, Jan. 20.— National 
magazines this month all con- 
tinued to register substantial lin- 
age gains, with the juvenile group 
outstanding with a net gain of 
189.89> over the comparable month 
Jast year, according to an ADVER- 
qisInc AGE study based on figures 
compiled by Publishers’ Informa- 
tion Bureau. 

Juvenile magazines this month 
carried a total of 16,025 lines com- 
pared with 5,529 lines for the same 
month in 1943. In the general 
group a gain of 43.4% was re- 
corded over the same month last 
year, when a total of 460,317 lines 
were carried against 660,437 for 
this month. 

The women’s group ran a total 
of 553,905 lines this month con- 
trasted with 378,621 for the com- 
parable 1942 period, a net gain of 
46.2%. An increase of 17.8% was 
scored by the standard group, 
which carried an aggregate of 22,- 
901 lines against 19,439 during 
January, 1943. 

The outdoor classification regis- 
tered a linage gain this month of 
34.4%, carrying a total of 49,494 
lines compared with 36,817 lines 
for the same month last year. De- 
cember weeklies registered an in- 
crease of 12.9%, running 1,337,860 
lines against 1,184,755 lines for 
December, 1943. 

The entire list of national maga- 
zines carried a. grand total of 2,- 
640,622 lines compared with 2,- 
085,478 lines for the comparable 
months in the preceding year, for 
a net gain of 26.6%. 


ABC Admits Twelve 


New Members 

Twelve new members have been 
admitted to the Audit Bureau of 
Circulations. They are: advertisers 
—Columbia Pictures Corporation, 
New York; Container Corporation 
of America, Chicago; Harry Fer- 
guson, Inc., Dearborn, Mich.; 
Owens-Corning Fiberglas Corpor- 
ation, Toledo, O.; and Safeway 
Stores, Inc., Oakland, Cal.; agen- 
cies—Walter M. Swertfager Com- 
pany and O. S. Tyson & Co., both 
of New York. 

Newspapers— Messenger, Union 
City, Tenn., and Times, Beatrice, 


Neb.; magazines — Leatherneck, 
Washington, D. C.; Le Mois de 
Jovette, Montreal, and Popular 


Science Monthly, school and col- 
lege edition, New York. 


Stinson Succeeds 
McEwen as Ad Manager 


William ‘S. Stinson, formerly ad- 
vertising manager of the Oliver 
Farm Equipment Company, Chi- 
cago, has been named advertising 
Manager of the Cherry-Burrell 
Corporation, Chicago, dairy equip- 
ment maker. 

He succeeds William R. Mc- 
Ewen, who has retired after serv- 
ing for 34 years as advertising 
manager of Cherry-Burrell Cor- 
poration and one of its predecessor 
companies, J. G. Cherry Company, 
Cedar Rapids, Ia. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY CO. 
avenue 


C&H Advances Two 


E. G. Gustafson, with California 
& Hawaiian Sugar Refining Cor- 
poration for more than a quarter 
of a century and for the past sev- 
eral years engaged in its eastern 
sales activities, has been named 
assistant general sales manager. 
Robert I. Herndon, with the com- 
pany since 1935, has been named 
western sales manager. 


Thoenebe Elected 


H. S. Thoenebe, industrial direc- 
tor of John Falkner Arndt & Co., 
has been elected president of the 
Philadelphia Direct Mail Club. 
C. R. Hillman, manager of direct 
mail for Curtis Publishing Com- 
pany, and W. A. Markert, presi- 
dent of the College Offset Press, 
have been named vice-president 
and _ secretary-treasurer, respec- 
tively. 


Moffat Promoted 


W. D. Moffat, advertising man- 
ager of Alexander Murray & Co., 
Montreal, insulating and building 
supplies, has been named general 
manager. 


SAVED BY SCIENCE 


that men may 
LIVE 


to build 3 better world 


SERVING THRDOGH SCIENCE 


This is one in a new institutional series 
for U. S. Rubber Co. Copy revolves 
around the theme “Serving Through 
Science," and tells how lives are pro- 
tected and saved by scientific devel- 


opments. 


U.S. Rubber 
Starts Expanded 
‘44 Ad Campaign 


New York, Jan. 20.—U. S. Rub- 
ber Company has increased 
1944 advertising expenditure over 
1943 and has inaugurated a new 
advertising campaign in newspa- 
pers, general magazines and farm 
publications, keyed to the theme 
“Serving through Science,” it was 
announced by T. H. Young, di- 
rector of advertising. The new 
theme will also be featured in the 
commercial following the New 
York Philharmonic radio program, 
sponsored on CBS Sunday after- 
noons. 

The campaign will emphasize 
the saving and protecting of lives 
through scientific developments. 
The first newspaper insertion will 
tell the story of the use of multi- 


pore blood filters in the prepara- 
tion and administration of blood 
plasma, and is appearing this 
week. The magazine campaign 
will open in Time, Jan. 23, with a 
full page on life-saving equip- 
ment. Collier’s, Life and The 
Saturday Evening Post will also be 


its | used 


Copy will be placed in all major 
marketing centers in the country 
and in all cities where U. S. Rub- 
ber has manufacturing units. 
Campbell-Ewald Company, New 
York, is the agency. 


Bulkley Opens Drive 


Bulkley, Dunton Pulp Company, 
New York, has scheduled space in 
business papers to keep its name 
before pulp users who now cannot 
be served because of shortages and 
government allocations. The cam- 
paign is handled by the company’s 
advertising department, headed by 
Stephen Goerl, formerly of Young 
& Rubicam. 
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@ This is the first of a series of reports on personal visits with traffic 
managers in Industry conducted by one specializing in Reader-Problem 
Interviews. These reports are the first of this nature undertaken in the 
field of transportation, distribution and shipping and while they are 
brought to you by TRAFFIC WORLD, the leading magazine in the 
field, the interviewer is not a member of our Staff. The method of inter- 
view is simply to let those buyers interviewed volunteer information on 
their problems under today’s greatly accelerated war transportation 


These discussions cover air, highway, rail and water transportation 
as well as packing, containers, warehousing, freight handling equip- 
ment, shipping room supplies and equipment, etc. They are not being 
circulated among traffic managers—just among carriers and manufac- 
turers who can be of service to those traffic managers who need help. 
For obvious reasons, specific reference to companies and individuals we / 


This series of Bulletins are being published in the spirit of helpful- 
ness. You will want to keep the entire series handy. Additional copies 
will be gladly mailed for the use of others in your organization. 


Send for your copy TODAY =: 
TRAFFIC WORLD 


418 SO. MARKET ST., CHICAGO 7; ILL. 
250 PARK AVENUE, NEW YORK 17, N.Y. 

640 MASON ST., SAN FRANCISC 


© 2, CALIF. 
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ADVERTISING 
AGENCY 
EXECUTIVES 


TRAFFIC WORLD 


420 So. Market St., Chicago 7, Illinois 


GENTLEMEN: Please send me Bulletin 1—“‘Reader- 
Problem Interviews with Traffic Managers in Industry” 
and carry my name on list to receive future bulletins 
as released. 
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Salvages Containers 


Folger Coffee Company, San 
Francisco, in cooperation with the 
WPB’s salvage program, is offer- 
ing to buy from grocers and con- 
sumers re-usable coffee jars and 
shipping cases. A grocers’ mailing 
piece and a consumer mailing 
piece tell what jars and cases can 
be re-used and how to participate 
in the salvage plan. 


Conrad to Clinton 


Charles A. Conrad, formerly 
advertising and sales promotion 
manager of the Globe American 
Corporation, Kokomo, Ind., has 
been named advertising manager 
of Clinton Carpet Company, Chi- 
cago, manufacturer of Ozite rug 
cushions. 


Walsh Promoted 


Frank Walsh, assistant advertis- 
ing manager of the Chattanooga 
Medicine Company, Chattanooga, 
Tenn., has been named advertis- 
ing manager. He succeeds George 
Fontaine, who has been named 
vice-president and assistant to the 
president. 


Farm Papers 
Register 28.6% 
Gain in ‘43 


New York, Jan. 20. — Farm 
papers, which lost ground in 1942 
with a net loss of 4.5% over 1941 
in advertising linage, recovered 
substantially last year with a 
strong increase of 28.6%, accord- 
ing to a study made by ADVERTIS- 
ING AGE of figures compiled by 
Publishers’ Information Bureau. 

Dailies, which made the best 
showing in 1941 with a nominal 
gain of 3.8% over the previous 
year only to reverse this trend in 
1942 with a net loss of 5.2%, came 
back last year with a favorable 
increase of 25.5% over the pre- 
vious year. A total of 2,590,735 
lines were carried, compared with 
2,062,786 lines in 1942. 

Monthly and semi-monthly pa- 
pers, both of which recorded 
losses in 1942 over 1941, regis- 
tered linage gains in 1943 of 27.5% 
and 33.5%, respectively, as com- 
pared with 1942. The former car- 
ried a total of 5,349,000 lines 


against 4,194,505 lines in 1942, 
while semi-monthlies ran 4,343,569 
compared with 3,254,609 lines in 
1942. 

Bi-weeklies, which also declined 
7.7% in 1942 against 1941, staged a 
comeback to mark up a 22.7% in- 
crease in 1943 over the previous 
year. They carried 1,930,726 lines 
compared with 1,573,353 lines in 
1942. The weekly group, which 
showed a slight 1% loss on 1942, 
surged upward last year with a 
46.1% gain, carrying 372,727 lines 
in 1943 against 255,144 in 1942. 


Heck Promoted 


Allyn R. Heck, Cleveland mer- 
chandise manager of the Westing- 
house Electric Supply Company 
for four years, has been named 
regional coordinator of the elec- 
tric appliance division, Westing- 
house Electric & Mfg. Company, 
Mansfield, O. 


Joins Olmsted, Foley 


Jo Nelson, formerly with Maxon, 
Inc., and assistant advertising 
manager of Sears, Roebuck & Co., 
Detroit, has joined the copy staff 
of Olmsted & Foley, Minneapolis. 


Why is “Exploring with Crossley,” the booklet con- 
taining results of the Crossley study of the WGY market, 
at the top of the pile? 

(1) It has all the answers about WGY, discovered 
by Crossley, Inc., including complete statistical data on 
coverage and listening in the ‘‘Hudson Circle.” 

(2) It graphically proves beyond the shadow of a 
doubt that WGY has over 52% of the listeners in a 
50-mile radius of that prosperous 134-billion-dollar mar- 
ket, the “Hudson Circle,” morning, afternoon, and 
evening. 

(3) It contains the most complete information ever 
available and represents the most complete survey ever 
taken at one time of the area. 

(4) It proves that WGY’s vast audience of loyal 
listeners provides the kind of market that warrants a 
place on top of station time orders. 


50,000 watts—NBC—21 years of service 
Represented nationally by NBC Spot Sales 


GENERAL @ ELECTRIC 


WGY-17388 


Write to station WGY, 
Schenectady, N. Y., for 


your copy of “Exploring 
with Crossley.”’ 


SCHENECTADY, N. Y. 


YEARLY ADVERTISING LINAGE IN FARM PAPERS 


Commercial Display 
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Including Poultry Display Display 
and Livestock Advertising Adveri sing 
———-1943— 1942——_, 1943 1942 
Pages Lines Pages Lines Lines Lines 
MONTHLIES 
American Fruit Grower........ 149.6 68,216 126.7 57,771 68,181 57,787 
American Poultry Journal: 
eee 359.6 154,275 306.1 131,305 91,344 71,043 
273.1 117,138 208.2 89,308 72,990 55,163 
218.8 93,867 156.0 66,935 66,996 46,994 
189.8 81,414 139.7 59,941 64,290 44,561 
Arkansas Farmer .............. 96.0 72,570 79.4 60,004 71,265 59,479 
109.3 45,897 89.7 37,656 45,897 37,656 
Breeder’s Gazette .........cse06 169.1 76,072 138.6 62,378 56,182 36,844 
California Citrograph .......... 182.9 122,928 168.3 113,109 122,928 113,199 
Cappers 256,358 268.9 182,868 248,744 177,39 
*Carolina Cooperator 30,171 73.9 31,027 30,171 31,027 
Country Gentleman 430,h21 482.4 328,009 416,049 317,499 
*Electricity on the Farm....... 57.3 20,468 87.5 31,237 20,468 31,237 
275.9 208,560 202.3 152,926 190,604 137,269 
Farm Journal and Farmer’s Wife 608.3 260,965 428.6 183,866 248,446 173,956 
Farmer-Stockman ..........++ + 225.4 170,367 178.5 134,912 153,888 123,399 
$2.6 56,162 62.6 42,595 56,16 42,595 
*Hoosier Farmer, The.......... 161.7 72,718 154.6 69,451 72,718 69,451 
77.8 84,266 75.2 81,555 84,266 81,555 
*Kentucky Farmers’ Home Jour, 127.9 100,286 105.4 82,628 90,028 72,999 
*Michigan Farm News.......... 17.8 36,158 17.1 34,827 36,158 34,897 
*National Livestock Producer.. 68.9 50,199 56.6 41,219 50,199 41,219 
Nation’s Agriculture ........... 63.1 28,404 63.6 28,634 28,271 28,605 
*New Jersey Farm and Gardens. 309.0 139,042 253.0 113,865 139,042 113,865 
*Ohio Farm Bureau News...... 133.4 60,025 114.4 51,490 60,025 51,490 
Poultry Tribune: 
427.7 183,474 348.1 149,348 116,111 87,807 
342.5 146,909 256.3 109,966 101,545 74,114 
281.6 120,758 207.7 89,105 91,501 65,260 
Sec 309.7 132,839 223.1 95,725 97,207 67,316 
248.1 106,447 181.2 77,735 87,182 61,653 
Progressive Farmer: 
Carolina-Va. Edition ......... 371.8 270,659 292.3 212,823 263,396 206,529 
Georgia-Ala. Edition ......... 378.1 275,253 291.2 212,012 268,527 206,613 
Kentucky-Tenn. Edition ..... 366.0 266,411 280.2 203,970 259,781 198,663 
Miss.-La.-Ark. Edition ....... 350.1 254,860 274.2 199,591 247,855 194,014 
372.6 271,258 285.6 207,944 260,720 199,873 
316.5 230,434 241.1 175,552 226,103 171,909 
tAverage 5 Editions.......... 367.7 267,688 284.7 207,268 260,056 201,137 
Southern Agriculturist ......... 234.1 163,855 161.0 112,664 157,012 109,391 
ees 247.7 173,403 188.2 131,733 165,263 124,589 
Successful Farming .......esees 627.4 282,340 463.3 208,490 274,614 201,323 
Wyoming Stockman Farmer.. 57.8 51,748 57.6 51,559 48,130 49,790 
TOE. BOOED 9,215.8 5,349,000 7,226.4 4,194,505 4,872,684 3,791,024 
SEMI-MONTHLIES 
280.6 216,633 191.4 147,779 205,480 138,572 
397.5 311,624 247.3 193,897 293,322 176,761 
Hoard’s Dairyman ............-+ 349.4 254,341 260.0 189,275 222,710 160,423 
259.5 196,210 207.5 156,871 195,586 153,947 
Indiana Farmer’s Guide........ 176.1 138,084 147.9 115,965 123,749 104,252 
227.5 172,860 182.9 138,986 151,702 117,156 
279.5 214,662 226.7 174,128 195,185 153,795 
Missouri Farmer 84,308 91.8 71,948 82,350 70,908 
Missouri Ruralist 171,473 161.6 122,782 149,006 101,592 
Montana Farmer q 228,523 233.8 176,708 190,789 148,487 
Nebraska Farmer 392.0 296,340 282.1 205,346 275,129 177,235 
331.0 254,178 235.0 180,509 239,039 165,897 
251.3 190,004 197.8 149,506 189,528 148,211 
*Oregon Grange Bulletin........ 146.9 158,522 153.6 164,598 158,522 164,598 
Pennsylvania Farmer .......... 312.7 240,123 234.8 180,340 218,430 159,063 
173.0 130,763 155.7 117,724 116,976 103,168 
457.3 358,499 305.7 239,672 303,178 189,022 
Washington Farmer ........... 270.8 204,699 207.8 157,125 204,137 155,369 
Wa eee 343.3 269,121 278.0 217,933 149,620 118,967 
Wisconsin Agriculturist ........ $22.2 252,602 195.8 153,517 238,397 142,183 
66600608 5,606.0 4,343,569 4,197.2 3,254,609 3,902,835 2,849,596 
BI-WEEKLIES 
American Agriculturist ........ 267.2 194,524 259.0 188,574 171,379 168,132 
260.6 197,027 253.4 191,542 194,758 187,352 
California Cultivator ........... 314.9 238,062 225.7 170,634 230,243 165,259 
Dairyman’s League News....... 53.6 38,998 58.0 42,255 34,359 37,954 
New England Homestead....... 290.1 203,043 224.9 157,426 169,719 129,384 
Pacific Rural Press: 
Wortherm M@ition 381.8 288,659 323.1 244,239 278,241 232,344 
Southern Edition ............ 364.2 275,359 310. 234,449 264,416 220,108 
346.1 261,661 286.0 216,225 251,523 204,404 
Prairie Farmer: 
Ill. & Ind. Editions........... 385.5 280,655 254.2 185,037 269,843 174,241 
Rural New Yorker ............ 273.6 214,399 203.1 159,197 170,850 120,047 
2,591.4 1,930,726 2,111.5 1,573,353 1,783,808 1,434,821 
WEEKLIES 
61.7 138,102 49.3 110,316 111,219 82,641 
Weekly Kansas City Star: 
95.2 234,625 58.8 144,828 203,361 113,336 
156.9 372,727 108.1 255,144 314,580 195,977 
DAILIES 
*Chicago Daily Drovers Journal. 316.0 672,581 250.9 534,954 408,995 340,998 
*Kansas City Daily Drovers 
0.6 004006080008 310.1 659,967 251.9 537,144 431,523 376,386 
*Omaha Daily Journal-Stockman 370.3 788,997 283.5 604,310 632,444 416,191 
*St. Louis Daily Live Stock 
220.5 469,190 181.1 386,378 301,692 262,876 


Total Group 


*Figures furnished by publisher. 
tFigures not included in totals. 


1,216.9 2,590,735 


967.4 2,062,786 1,674,654 1,396,451 


Named by Goodrich 


B. F. Goodrich Company, Akron, 
has named Griswold - Eshleman 
Company, Cleveland, to handle 
advertising of its sundries division. 
E. R. T. Reynolds is account 
executive. 


Donohoe Promoted 


Herbert J. Donohoe, eastern ad- 
vertising manager of Liberty, New 
York, has been named advertising 
manager. Paul Hunter, publisher, 
has been handling these duties in 

idition to his other activities. 
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WANTED: Art director and assistant art director 
for medium-sized, rapidly growing 4-A agency (not 
New York). Primary requirement rapid, diversi- 
fied skill in visualization; all finished art done out- 
Industrial experience an asset, but not flat 
Agency's accounts in all national 
media. Write fully to Box 4538, Advertising Age, 
giving complete details, experience, references, 
salary expectations, age and draft status. Samples 
will be requested for interviews following corre- 
spondence. All correspondence will be kept con- 
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1,000,000 Worth 
of Raleigh Smokes 


Chicago, Jan. 20.—Brown & 
Williamson Tobacco Company, 
pleased with the first year’s re- 
sults from its plan for furnishing 
free cigarets to servicemen over- 
seas, this week is making its fourth 
promotional mailing for the plan, 
with full details being sent to a 
list of 50,000 civic, industrial and 
fraternal organizations, as well as 
c. I. O. and A. F. L. union locals. 

The unusual plan embraces the 
mailing of Raleigh cigarets with 
imprints of the sponsoring organ- 
izations to various foreign theaters 
of war and naval stations, where 
they are distributed free. The 
sponsoring organizations pay 
slightly more than 4% cents a 
pack for the cigarets, including all 
mailing and handling charges. 
Brown & Williamson ships 55,000 
packs for $2,500; 22,000 packs for 
$1,000; 11,000 packs for $500; 
5,500 packs for $250; and accepts 
orders for as little as 500 packs, 
for which the charge is $25. 

Where the revenue stamp usu- 
ally appears across the top of the 
pack on cigarets sold domestically, 
these cigarets carry a notation: 
“With the compliments and best 
wishes of (name and address of 
sponsoring organization). Not to 
be sold.” In 1943, 336,515,000 Ra- 
leigh cigarets, valued at slightly 
over a million dollars, were sold in 
this way. 


Labor Press Used 


The mailings play up the unior 
label which appears on Raleigt 
packages, and are accompanied b: 
letters endorsing the plan fron 
union officials, who see in the ide: 
an exceptional opportunity fo) 
promoting good will and develop- 
ing prestige for themselves. 

Raleigh operates the plar 
through its export department or 
a purely mail-order basis, usin; 
direct mail and large-space cou 
pon copy in about 150 labor pub- 
lications to develop orders. Ir 
Many cases, sponsoring organiza 
tions enter standing orders for sc 
many cigarets each month. Thi 
sponsor is permitted to determine 
whether he wants the cigarets tc 
go to the Pacific or Atlantic area 
as well as to select the branch o! 
the service which he want: 
favored. 

Brown & Williamson is con- 
vinced that the plan not only en- 
ables it to secure important 
sampling and product - identifica- 
tion benefits, but that it also helps 
to build exceptional good will for 
the brand at home and abroad. In 
all promotion to sponsoring organ- 
izations, the company stresses that 
Raleigh is the “only cigaret of the 
‘Big 5’ brands — America’s favor- 
ites—with the union label—not an 
off brand.” 


Photo-engravers in Chicago 
207 North Michigan Avenue 


GM Names Bradley 


Albert Bradley, executive vice- 
president of General Motors Cor- 
poration, New York, has been 
named chairman of the distribu- 
tion policy staff of the company, 
with supervision over activities of 
the distribution staff. The latter 
had been in charge of R. H. Grant, 
who has retired as vice-president. 


Joins Central Paper 


John L. Boynton, formerly in 
the New York sales department of 
the Brown Company, has been 
named sales manager of Central 
Paper Company, whose general 
sales offices are now located in 
Muskegon, Mich. The Chicago 
office is being retained as a branch 
sales office. 


Three Name Hammer 


Hammer Advertising Agency, 
Hartford, Conn., has been ap- 
pointed to handle the accounts of 
the Commercial Travelers Mutual 
Accident & Health Association, 
New Haven; Butterfly Shops, New 
England chain store organization; 
and Physic Graf Company, Inc., 
Hartford. 


Ed McGuire, of the production 
department of Erwin, Wasey & 
Co., New York, has been granted a 
leave to enter the armed forces. 

Aldis P. Butler, assistant account 
executive at Ruthrauff & Ryan, 
New York, has been commissioned 
a lieutenant (jg) in the USNR. 

Victor H. Baumgartner, of the 
Chicago sales staff of the New 
York Daily News, has accepted a 
commission as lieutenant (jg) in 
the Navy and reported at Prince- 
ton University. . . 

Robert S. Cragin, former chief 
copy writer for Leighton & Nel- 
son, Schenectady, N. Y., agency, 
has been promoted to corporal in 
the Army. 

Ensign Jerome W. Harris, for- 
mer copy writer with the adver- 
tising department of Remington- 
Rand, Inc., Buffalo, has been grad- 
uated as a naval primary flight 
instructor. 

Montgomery N. McKinney, part- 
ner and account executive in Earle 


Ludgin & Co., Chicago agency, has 
been commissioned lieutenant (jg), 
with his first Navy assignment at 
Philadelphia. 

Arthur Mundorff, a CBS director 
of network operations, has been 
commissioned a lieutenant (jg) in 
the Navy. 

George Euwema, radio time 
buyer with C. Wendel Muench & 
Co., Chicago agency, will join the 
Army in February. 


Breck Names B&B 


Badger & Browning, Boston, has 
been named to handle the adver- 
tising of Joseph Breck & Sons, 
Boston, seeds and horticultural 
supplier. Clifford P. Parcher is 
account executive. 


Roth Returns to WJR 


Herschell Roth has returned as 
station representative in the sales 
department of WJR, Detroit, after 
having received a medical dis- 
charge from the air forces. 


Drops Leitz Account 


Shappe-Wilkes, New York, has 
resigned the account of E. Leitz, 
Inc., New York. 


47 
Beckman Advanced 


Alfred R. Beckman, assistant 
sales service manager of the Blue 
Network, New York, has been 
appointed commercial supervisor 
of the traffic department. Gor- 
don Vanderwarker, honorably dis- 
charged as a lieutenant (jg) in the 
Navy, has assumed Mr. Beckman’s 
duties. Before joining the Navy 
Mr. Vanderwarker was in the sales 
traffic department of NBC. 


Gets Arnesto Account 


Arnesto Paint Company, New 
York, has appointed Phillips, Al- 
bertson & Bull, New York, to 
handle its advertising. Arnesto 
Imperial floor varnish, a new 
product, will shortly be promoted 
via business publications and di- 
rect mail. 
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Massachusetts 


Fertile Field- 
Easily Cultivated 


that’s WORCESTER, one New 
England’s Most Important Markets! 


WORCESTER—one of New England’s 
greatest and most highly diversified 
manufacturing centers—has an effec- 
tive per family buying income of 
$4,437* and an average weekly in- 
dustrial wage of $47.21**. 


To this solid prosperity the Worcester 
Market adds density of population 
and economy of coverage. Within 
Worcester’s City Zone alone is con- 


average 


coverage. 


235,125. 


*Based on Worcester’s total buying income for 1943, preliminary estimate subject to confirma- 
“Survey of Buying Power’, May 10, 1944—Sales Manageme 


**Nov. 1943, Mass. Dept. of Labor G Industries. 
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GEORGE F Pubiisher- 


UL BLOCK and ASSOCIATES, NATIONAL REPRESENT, 


OWNERS of RADIO STATION WTAG 


WORCESTER, MASSACHUSETT 


In the City and Retail Trading Zones 
live 440,770 people, all within an 
18-mile distance from 
Worcester stores and ALL within The 
Telegram-Gazette’s area of blanket 


Here is a field exceptionally fertile” 
for sales—exceptionally easy to cul- 

tivate through the newspapers that 

are the key to retail sales throughout 

Central Massachusetts. 
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National Fares 


Well as Dailies 
Take Extra Cuts 


Few Papers Expect 
to Handle All Copy 
Offered to Them 


Chicago, Jan. 18.—Newspaper 
advertising will be tighter during 
1944 than it was last year, as a 
result of new paper allotments 
which mean a cut below base 
levels of almost 25% for metro- 
politan dailies, according to a sur- 
vey of some of the leading papers 
just completed by ADVERTISING AGE. 

Furthermore, most publishers 
see little hope of an easier news- 
print situation during the last half 
of this year, and anticipate instead 
that it will become increasingly 
difficult to handle the volume of 


advertising offered as the year 
moves on. 

To meet the situation newspapers 
are experimenting with 30-pound 
stock, cutting features, tightening 
up editorially, publishing “Victory” 
weekend editions, eliminating re- 
turns, and establishing various in- 
dividual regulations governing 
size of space, size and character of 
classified advertising, etc. 


Date Leeway Helps 


Almost universal adoption of 
leeway insertion dates on national 
advertising has been of tremen- 
dous help in getting this classifica- 
tion of advertising into newspaper 
columns, and this device has been 
largely responsible for the fact 
that national advertising has thus 
far been accorded exceptionally 
good treatment. Classified, which 
has soared to unheard-of heights, 
seems due for additional restric- 
tions. Retail is also being limited, 
in many cases, to a flat percentage 
of the amount run last year. 

A cross-section of responses 
secured by ADVERTISING AGE to its 
query, while by no means inclu- 
sive, presents an unusually good 
picture of the problem facing the 


metropolitan press and the meth- 
ods that are being used to alleviate 
the situation. 

The Detroit News advertising 
quota for January is almost 40% 
below linage carried last January. 
Restrictions on advertising were 
begun in July, 1943. In classified, 
successive moves have resulted in 
a solid agate style; in retail, large 
accounts were given quotas; in na- 
tional, a six-column maximum 
was originally set up, quickly fol- 
lowed by a reduction to five col- 
umns, and for the past three 
months 1,000 lines has been the 
largest acceptable national ad. 


Can’t Meet Demands 


Tulsa World and Tribune esti- 
mate permissible volume for the 
first quarter at 10 to 15% under 
the corresponding quarter of last 
year, despite publication of Satur- 
day afternoon and Monday morn- 
ing “Victory” editions, held to 10 
pages, with a maximum of five 
columns of display and 16 columns 
of classified. Help wanted ads 
have been limited to 14 lines, local 
advertisers have been cut 10 to 
15% below 1942 linage, and during 
the last quarter national copy was 


NOW! FOR THE FIRST TIME! 


Castle Films’ 
Greatest Scoop! 


You can own the most thrilling moments in four 
of Joe Louis’ famous fights! In ¢wo separate reels! 
Two fights in each film! Low cost per film. You 
can buy them separately—or own them both! 


The films are: 
Joe Louis vs. Buddy Baer Joe Louis vs. Billy Conn 
(first fight) Joe Louis vs: Buddy Baer 
Joe Louis vs. Abe Simon (second fight) 


Each reel is terrific! Full of fistic dynamite! 
Never before available in 8mm-16mm! 


_ Own both reels! Order now! 


FREE 


RCA BLDG. 
NEW YORK 20 CHICAGO 3 SAN FRANCISCO 4 


FIELD BLDG. 


New De Luxe Castle Films Cata- 
log, describing 98 thrilling movies 
you can own. Send coupon now! 


RUSS BLDG. 


ORDER FORM— 


Louis kayoes Conn 


Send Castle Films’ Joe Louis Fight Movies in the size and 
length indicated. 
8 mm. SIZE 16 mm. SIZE 
FILM Headline | C te| | Headline | Compiet 
NO. wu 50 Feet Feet 100 Feet 360 Feet 350 Feet 
$1.75 $5.50 $2.75 $8.75 | $17.50 

1. Louis-Baer; Lowis-Simon 

2. Louis-Conn; Louis-Baer 
Remittance Enclosed Name 
Ship 8. Address 
Send Castle Films’ FREE 
De Luxe Catalog oO City State 

AA 2-44 


limited to 1,500 lines. This latter 
restriction has now been lifted, 
however, and units up to a page 
are being accepted. 

Seattle Post - Intelligencer esti- 
mates that it will be unable to 
handle about 20% of the advertis- 
ing offered, although all sales 
effort was eliminated last March. 
Local, national and classified are 
on a quota basis, about the same 
percentage of the total used here- 
tofore. Retail space is limited as 
to size and days, classified is being 
set 9 columns instead of 8, with 
restrictions on size of type and 
size of ads. National has fared 
best, the paper says, with leeway 
insertion dates making it possible 
to print all but a fraction of ac- 
ceptable copy. 


Few New Restrictions 


Boston Herald and Traveler do 
not believe they will have to cut 
national linage more than 10%, 
and hope it won’t be that much. 
Thus far no restrictions have been 
placed on local or national, but 
classified will be limited to one 
page per day. 

Syracuse Post - Standard esti- 
mates that it may have to turn 
down as much as 20% of offered 
advertising, but hopes to handle 
all regular accounts without diffi- 
culty, including both national and 
local. New accounts will be ac- 
cepted conditionally. Certain in- 
stitutional advertising was refused 
during the last quarter, and classi- 
fied was severely restricted. 

Philadelphia Daily News re- 
stricted advertising in the third 
quarter last year only, when gen- 
eral was cut 10%. No restrictions 
have yet been adopted for this 
year. Classified was cut 50% the 
last half of last year, and this cut 
continues in effect. 

Chicago Daily News omitted 
considerable classified in 1943, but 
otherwise, with the help of optional 
insertion dates, handled all dis- 
play until the latter part of De- 
cember. From Dec. 23 to Jan. 3, 
all advertising was eliminated 
with the exception of death and 
legal notices, church bulletins 
and amusements. About 200,- 
000 lines were thus eliminated. 
Under present restrictions, the 
paper will be able to publish about 
the same advertising volume dur- 
ing the first six months as last 
year, without restricting editorial. 


Adopts 9-Column Page 


Daily Oklahoman and Times 
have a 1,000-line limit on national 
advertising, have restricted classi- 
fied to a maximum of three inches, 
and have set a maximum number 
of pages to be published each day, 
with local advertisers required to 
tailor their requirements to this 
space. No further restrictions are 
anticipated at present; in fact, the 
papers hope that lessons in editing 
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learned in recent months mzy ep. 
able some relaxation of them 
restrictions. 

Miami Daily News adopted a 9. 
column, 1042-em makeup on Dee 
20, which enables the paper ty 
handle more advertisin 
but still believes it will be unable 
to accommodate all comers, de. 
spite a page of 2,808 lines. During 
December advertising was ration. 
ed on a basis of 70% of the pre. 
vious year, divided as evenly as 
possible between classified, na. 
tional and local. 
institutional-type local and na. 
tional advertising was eliminated 
in favor of those with merchandise 
to sell. 

The Gary Post-Tribune is be. 
lieved to be the only other 9-col- 
umn newspaper in the country, but 
this latter publication has had 9. 
column pages, 12 ems wide, for 
many years. Others, however, are 
investigating the advantages and 
disadvantages of the new makeup, 


588 Line Limit 


Dallas News has not yet adopted 
definite restrictions on national 
and local advertising, but plans to 
hold, them to 1943 levels, and on 
this basis believes that about 10% 
of offered advertising will be un- 
able to run during the first half. 

Los Angeles Times, with a rule 
effective Jan. 1 that no national 
advertising measuring over 588 
lines, or more than four columns 
wide, will be used in its daily is- 
sues, at present holds the record 
for the most serious restriction on 
this type of advertising. Classified 
has been drastically regulated, and 
retail, while not limited in size, is 
currently being held to about 60% 
of previous years. National adver- 
tising is being treated somewhat 
more generously in the paper’s 
Sunday issues, but even here the 
practical limit is 1,000 lines per 
insertion. As is the case with most 
publications which have limited 
size of national ads, the paper ab- 
sorbs the cost of remaking plates 
when it is possible to handle over- 
size insertions in this manner. 


Briefs Ads in Column 


Louisville Courier - Journal and 
Times, which omitted more than 
2,000,000 lines of advertising in 
1943, anticipates a somewhat in- 
creased total of omissions this 
year. The size of each paper has 
been budgeted daily, classified was 
cut sharply, and retailers were 
limited to 95% of space used in 
the corresponding 1942 quarter. 
National advertising was accepted 
on a priority basis, with merchan- 
dise and services actually on sale 
in the Louisville area given first 
call; war effort advertising given 
second call; and third call going 
to old advertisers maintaining 
names and trade marks. These 
restrictions and regulations con- 


tional subscribers and 
all farmers), and is 
rapidly. 


Per Line......$1.45 


Page Size....Four 14 em Columns x 216 Agate Lines 
Can use mats. or stereos. Published semi-monthly ist, 15th. 
Copy must be received 5 days prior to publication date. 


NATIONAL UNION FARMER 


| 
| 3501 E. 46th AVE., DENVER 16, COLORADO 


YOU CAN MAKE ... 
200,000 NEW FRIENDS! 


The National Union Farmer, official publica- 
tion of the National Farmers Union, will ac- 
cept a limited amount of advertising. It now 
reaches 141,000 farmer members, 60,000 addi- 


their families (nearly 
increasing circulation 


201,000 CIRCULATION 


141,000 Members . . . 60,000 non-Members 
January 1, 1944 


No Medical copy—No Social and Economic Philosophy 
accepted 


NATIONAL ADVERTISING 


Per Column (14 ems) Inch...........$17.65 
Subject to Agency and Cash Discounts 


CLASSIFIED ADVERTISING 


Per Word......25¢ 
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tinue in force, with the exception 
that retail is now budgeted at 90%, 
and ad\ ivertisingless Saturday after- 
noon 2! d Monday morning papers 
are bei! s considered. 

The p: ‘pers also set up a medical 
poard of censorship and reduced 
linage in this classification from 40 
to 50%. In addition, as reported 
in ADVERTISING AGE Jan. 10, a new 
editorial feature has been de- 
yelope in which every piece of 
nations! copy which they are 
forced to omit is briefed and run 
under the heading, “Names and 
Services to Remember.” Clippings 
of the column are sent to adver- 
tisers and agencies in a folder 
titled, “It Pains Us More Than It 


Does You.” 
Others Fare Well 


Columbus Dispatch will be able 
to handle all but four or five pages 
a week of advertising during the 
first quarter, if the total offered 
does not exceed that of the first 
quarter of 1943. 

Winston - Salem Journal and 
Twin City Sentinel were among 
those papers able to handle adver- 
tising during 1943, which believe 
themselves capable of continuing 
to do so if optional insertion dates 
are given. 

Minneapolis Star Journal and 
Tribune estimate it will be forced 
to omit from 10 to 25% of adver- 
tising offered during the first six 
months, but have adopted no def- 
inite restrictions on national ad- 
vertising, and plan none, although 
optional insertion dates are sought. 
Classified has been cut drastically, 
with help wanted limited to two 
inches for a single position, and 
two agate lines extra for each ad- 
ditional position. 

Phoenix Republic and Gazette, 
hoping to handle all advertising 
offered during the first six months 
of 1944, plan no further restric- 
tions but are asking additional 
leeway on insertion dates. Classi- 
fied may run only in agate or be 
displayed in 12 point, and use of 
white space is not permitted. 


May Drop Restrictions 


Chicago Sun does not believe it 
will be able to handle all advertis- 
ing offered during the first six 
months, but plans no definite re- 
strictions except on classified, hop- 
ing to solve individual problems 
as they arise. 

The Pittsburgh Post-Gazette has 
limited national advertising to 
units of 1,000 lines or less, but 
other publications which have had 
such limits have rescinded them. 
For example, the Pittsburgh Press 
had a 1,000-line limit for three 
days, and the Boston Globe, which 
set an 1,800-line limit on Dec. 15, 
and lifted it Jan. 10. 

In many cases, publications have 
had practical limits on the size of 
advertising space, but the trend 
during recent days has been to 
avoid specific limits wherever pos- 
sible, and to handle each indi- 
vidual advertisement as circum- 
stances dictate at the time it is re- 
ceived. First-quarter restrictions 
are still in a state of flux, but most 
papers are striving to avoid defi- 
nite restrictive rules as long as 
possible, and to apply a rule of 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


JOURNAL-COURIER 
NEW HAVEN, CONN. 


reason and expediency to each 
situation as it arises. 

In many cases, the new paper 
formula set up by WPB, under 
which paper quotas for daily and 
Sunday papers are set up differ- 
ently, may have important effects 
on the situation, and it is possible 
that as the year goes on, a new 
pattern of national advertising 
may develop in many cities, de- 
pending on the comparative abil- 
ity of daily and Sunday editions 
to handle copy of this character. 
One prominent metropolitan 
paper, which refuses to be quoted 
because “some of the story would 
be wrong before you could print 
it,” has made numerous and varied 
moves on the paper front, and 
now estimates that it will be able 
to print, during the first quarter, 
at least 874%2% of the total paid 
advertising carried during the 
same 1943 period. Barring unfore- 
seen difficulties, it estimates 1944 
“advertising capacity” at 85 to 
90% of last year. 

This paper has restricted Help 
Wanted to 5 agate lines maximum, 
and all other classified to solid 
agate plus 1 10-pt. and 1 14-pt. 
line. In addition to multitudinous 
mechanical and _ circulation 
changes and restrictions, it has 


rationed retail advertisers, assign-) Conn., effective Jan. 15, has elimi- s 
ing them monthly quotas 124%%J|nated all advertising from its Adams Joins R&R 
below 1943 levels, in addition to| Saturday edition. The Bridgeport 


from country circulation. 


The evening Post, Bridgeport,! omit all Monday advertising. rauff & Ryan, Detroit. 


Charles D. Adams, recently with 
removing this advertising entirely| Telegram, morning paper pub-| Visual Training Corporation, has 
lished by the same ownership, will| joined the creative staff of Ruth- 


have been improved. 


LOOK AHEAD WITH MARS 


tomorrow’s needs. . 
touch with MARS now! 


SUB-SURFACE SECRETS in metals are revealed YOUR CHANGE, SIR 


and magnified by microradiography . . . one of become a form of exchange—but the metal per cent to be exact . . . is enough to transform 
industry’s newest inspection tools. However, used in them has! Spent shell cases, returned ordinary soft copper, when heat-treated, into 
equipment costs were high—until MARS de- from the battlefield, couldn’t be re-used in a tough, stable, and ideal material for springs 
veloped a single X-ray tube to take the place making new ones because of contamination in of many types. Important manufacturing ad- 
of the many previously required. Savings firing. But, with the aid of MARS, they’ve vantage of this MARS-developed metal is that 
amount to many hundreds of dollars. Results been found perfect for coining the new brass _it can be easily formed in its soft condition 


continue to be up front when peace is won. . 
. faster. Be on the spot with them when this time arrives—by keeping in REINHOLD PUBLISHING CORPORATION 


ANY IMPORTANT DEVELOPMENTS 
occur in the metal producing and metal 
working industries, it’s a thousand-to-one 
that MARS (METALS and ALLOYS 
Readers) had something to do with it. Top- 
flight practical engineers in both the metal- 
producing and the metal-working fields, 
MARS are the men you'll find up front 
today and tomorrow wherever improved 
materials, processes, and equipment are 
concerned. Be sure they know your story 
when looking for help on jobs like these... 


...No, shell cases have not JUST A “SMIDGIN’ of beryllium .. . 2 to 2% 


pennies. . . » hardened afterwards. 


METALS 


ALLOYS 


Indes 


. With their war-perfected techniques back of them, MARS will o 


. ready to build better, cheaper products for 


330 W. 42nd Street, New York 


| 


Universal Budget 
of $150,000 to 
Sell ‘Gung Ho!’ 


New York, Jan. 20.—Universal 
Pictures is currently spending 
$150,000 in newspapers and radio 
to build up audience appeal for its 
latest feature film, “Gung Ho!”, 
which portrays the initial attack 
on Makin Island in 1942 by the 
famous Carlson’s Raiders. 

Employing teaser ads about a 
week prior to expanding into large 
space igsertions, Universal this 
time placed one-inch copy two or 
three times daily in a long list of 
papers in about 60 cities where 
the film is scheduled to appear. 
They carry the simple legend 
“Gung Ho!”, the Chinese idiom 
adopted as the battle cry by Carl- 
son’s Raiders, and roughly trans- 
lated means “Let’s Go!” 

Following the teaser campaign, 
full-page newspaper ads have 
been scheduled in most of the 60 
cites where the film will appear, 
and lesser size copy where space 
rationing is in effect. In such in- 
stances, heavier promotion for the 


REQUESTS HELP 


Spite of the SHORTAGE 


Don Pay 


Latest ad sponsored by the liquor in- 

dustry appeared in all New York City 

dailies in 1,500-line space. Walter M. 
Swertfager Co. is the agency. 


film will go into radio, which has 
been given a substantial portion of 
the $150,000 budget. 

J. Walter Thompson Company 
is the agency. 


Two Join Hillman 


George Quigley, recently with 
The American Weekly and New 
York Subway Advertising Com- 
pany, and John Gerstner, editor 
of Mail Order Journal and for- 
merly publishers’ representative in 
New York for business papers, 
have joined the sales staff of Hill- 
man Women’s Group. 


Names Miss Jefferis 


Shirley C. Jefferis has been 
named assistant to Seymour S. 
Preston, vice-president of John 
Falkner Arndt & Co., Philadelphia. 
She will be in charge of media 
and research. 


C. R. Abry Advanced 


Charles R. Abry, general man- 
ager of Young America, New 
York, has been named associate 
publisher. 


Waxelbaum Moves 


Waxelbaum & Co. has moved to 
10 East 43rd St., New York, 17. 
The new phone number is Mu 
2-7398. 


You've Lived a Million Years, 
But Did You Know 


The Manchester Union Leader reaches one out of every three fam- 
ilies in all New Hampshire. These “Top Third” families have the 
money to buy your product and will read, act and rely upon the 
advertising in their favorite newspaper. Don’t overlook this market 
for your product of nearly a half a million people. 


When you think of New England, think of the... 


Manchester Union Leader 


NATIONALLY REPRESENTED BY GEORGE A. McDEVITT COMPANY 


NEW YORK @® CHICAGO 


DETROIT 


PHILADELPHIA @ 


CLEVELAND 


Among the special panel of 200 jurors from which a jury of 12 
and two alternates will be chosen to try Wayne Lonergan for ‘he 
first-degree murder of his wife in New York, are Edwin F. Chinlund, 
a v.p. of R. H. Macy & Co.; Hermann G. Place, exec. of 20th Cen. 
tury-Fox; Chas, W. Metcalf, v.p. of General Foods; and Louis A, 
Morny, financial ad mgr. of the New York Times... 

A second son has been born to Ted Herbert of the Blue Net and 
Mrs. Herbert. The lad weighed in at 7 lbs., 2 oz. Ted’s wife, Flor- 
ence, once tripped the light fantastic in motion pictures and night 
clubs as a member of the dancing team known as the Pearl Twins. . . 

More than 350 guests attended a cocktail party at the Waldorf- 
Astoria Jan. 21, given by Marshall Field, president, and Silliman 
Evans, publisher, of the Chicago Sun, to mark the opening of the 
Sun’s new eastern advertising office at 250 Park Ave. Greeting the 
guests, in addition to Mr. Field and Mr. Evans, were Wallace Brooks, 
Sun ad. director, and Ralph Whitaker, eastern ad. mgr. 

Lee Lyles, assist. to the pres. of the Atchison, Topeka & Santa Fe 
Railway, is soaking up some Arizona sunshine, following a bout 
with a strep throat at St. Luke’s Hospital, Chicago. . . Clement 
Ehret, director of market research of International Business Ma- 
chines Corp., New York, was honored by his associates at a luncheon 
marking his admission to IBM’s Quarter Century Club. . . 

The engagement has been announced of Edith Jean Day to Sgt. 
Richard V. Goetz, Med. Corps, U.S.A. The bride-elect is the daugh- 
ter of William L. Day, a v.p. of Foote, Cone & Belding in New 
York. . . In the short space of one month, Bill Hilton got himself a 
new job (space buyer at Donahue & Coe), a new bride and a new 
home at Hastings-on-the-Hudson. . . 

Two days before he was to take up his duties as assistant to 
Charles P. Hammond, recently named advertising and promotion 
director by NBC, James M. Gaines was stricken with appendicitis. 
. . . Distinction of becoming the first 1944 father in Birmingham, a 
suburb of Detroit, went to Henry Hempstead, mgr. of the Detroit 
office of Geyer, Cornell & Newell. The newcomer, third child and 
first son, weighed in at 8 lbs., 10 oz... 

According to Regina Marrus, of Macfadden Pubs. research dept., 
Charlie Terwiller, pro. mgr. of True Story, has a hobby of playing 
the recorder, which Regina says is some sort of ancient flute. . . 
Nathan Straus, who recently became owner of WMCA, New York, 
and who at one 
time was ad- 
ministrator of 
the U. S. Hous- 
ing Authority, 
has written a 
book titled “The 
Seven Myths of 
Housing.” The 
text offers a 
comprehensive 
plan for hous- 
ing through 
public subsidy 
and explores 
the public’s mis- 
apprehensions 
on the housing 
picture. .. 

Keith J. Evans, 
ad mgr. has 
been made a 
member of In- 
land Steel Co.’s 
15 Year Club... 
Yale Lasker, 
son of George 
Lasker, genl. 
mgr. of WORL 
and WCOP, Bos- 
ton, has been 
commissioned a 
2nd lieutenant in the Army air forces. .. Murrel Crump, ad mgr. of 
Sinclair Coal Co., now serving his second term as pres. of the Adver- 
tising & Sales Executives Club of Kansas City, has had his dream 
come true with the purchase, by the club, of a completely equipped 
downtown building for immediate occupancy for club head- 
quarters... 

Harry Marsh, well-known to marketing men as director of re- 
search Perfect Circle Company, Hagerstown, Ind., is one of those 
rare men who can have two careers in a lifetime. Harry retired in 
the mid-twenties, then four or five years later seld the Perfect Circle 
management on the need for some sales research, and has been at 
it ever since. . . 

John Willy, publisher of Hotel Monthly, probably has the longest 
period of continuous service of any business paper executive in 
America. Mr. Willy, who will be 85 in a couple of weeks, came to 
America from England while in his teens, and shortly afterward 
went to work on a hotel paper in Chicago. He’s been at it ever 
since. . . 


Albert K. Dannenbaum, formerly of Station WDAS, Philadelphia, 
has been promoted to the rank of major in the Army quartermaster 
department. . . And Grant W. Ernst, former asst. business mgr. of 
the Post-Standard, Syracuse, N. Y., now serving with the Ninth 
Troop Carrier Command in England, has been promoted to the rank 
of lieutenant colonel. Col. Ernst, who was a pilot in the first world 
war, was commissioned a major in 1942. . . 


The Distinguished Flying Cross has been awarded to Lt. Thomas 
J. Aylward for a successful attack on an enemy submarine last 
August. Lt. Aylward, a Navy bomber co-pilot, who was formerly 
with Larry Stults & Associates, Chicago, was decorated by Secre- 
tary of the Navy Knox. . . 


BLUE NET HAS A PHEASANT DINNER 


A Chicago turkey poses as a Grand Island, Neb., pheas- 
ant for picture purposes as Ed Horstman, seated, chief 
engineer, Blue Network central division, and Dwight Reed, 
Headley-Reed, representative of KMMJ, Grand Island, 
wait for E. R. Borroff, vice-president, Central division, 
to do the carving. Bill Martin, KMMJ manager, sent Ed 
16 pheasants for a Blue blowoff, but the Chicago bird had 
to pinch hit as the photographer's model. 
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DRUG JOBS VITAL 
A healthy America 
cant be beat /€ 


VITAL 
70 VICTORY | 


This is the first of a series of posters 
prepared by Ivey & Ellington, New 
York, for the National Wholesale 
Druggists' Association, which is be- 
ing sent this month to its members 
as part of the group's 1944 program 
to help reduce labor turnover in 
wholesale drug houses (AA, Jan. 10). 


Oil Companies 
Tie In with U. S. 


Conservation Plan 


Washington, D. C., Jan. 19.— 
After several months of careful 
preparations, final plans are now 
being completed for the opening 
of an important information cam- 
paign to promote gasoline con- 
servation and public acceptance of 
gasoline rationing and car sharing. 

Involving the full facilities of 
OWI, together with OPA, ODT 
and PAW, the campaign includes 
heavy industry cooperation, with 
oil companies pledging their sup- 
port through the Petroleum In- 
dustry War Council. The cam- 
paign was originated last fall to 
merge advertising phases of gaso- 
line conservation, stressing frugal 
use of available coupons and car 
sharings with the fight against 
black market gasoline, involving 
the coupon endorsement program 
and an explanation of the nature 
of the gasoline black market. 

The program has been designed 
as both an action campaign and 


THIS 


Came Pearl Harbor . .. no this, no that. 
No coffee. Then North Africa, Italy, Guada- 
canal and Arawa. COFFEE!! and requests 
or coffee pictures. Even people who don’t 
drink coffee might give an ad the once over 
u its got something they like. Therefore, 
Jackie. If you can brush off Jackie you’re 
quite impossible. Comes into the studio of 
4 rainy day with stringy hair. Steps before 
the lens fifteen minutes later with sculptured 
Coiffure. A marvel! Jackie Copeland is our 
idea of a super-de-luxe model. How would 
you like to have her to come home to? 

An alluring, eye*catching model is 90% of 
the stop value of any promotion. Why waste 
fon sive space on any but the pick of the 


CLIP THIS AD to your letterhead and 


‘us send you FREE proofbooks and de- 
ils of our $5-a-month membership plan. 
is does not obligate you in any way. 


EYE* CATCHERS, INC. 
10 E, 38th St. New York 16 


an educational effort, to explain 
shortages, tell where the gasoline 
is going, and the job it is doing in 
the war. 

In support of the government 
information effort, the Petroleum 
Industry War Council has ap- 
propriated $10,000 to promote the 
campaign in the industry. A “How 
to Do It” booklet based on OWI 
fact sheet has already been dis- 
tributed and pledges for support 
are already coming in. 


Climax in April 


OWI has started its part of the 
campaign, using radio, the graph- 
ic arts and newspaper and maga- 
zine articles and a special section 
picture film. According to the 
present plan, the program will 
reach its peak in April, when the 
pleasure driving urge begins to 
assert itself. 

Indicating its interest in the pro- 
gram, the Petroleum Industry War 
Council yesterday named B. I. 
Graves, vice-president, Tide Water 
Associated Oil Company, as chair- 
man of a special products conser- 
vation committee, with W. W. 
Wells, former newspaperman and 


advertising director, as secretary 
Mr. Wells for the past decade has 
been associated with oil and rail- 
road advertising, having directed 
the Grantland Rice sports series of 
ads used by oil companies. 

Mr. Wells will centralize and 
stimulate all conservation pro- 
grams in cooperation with govern- 
ment agencies. In addition, the 
council has appointed a three-man 
coordinating committee to work 
with OWI on the gasoline cam- 
paign, and is now completing fur- 
ther plans for regional sub-com- 
mittees to coordinate conservation 
advertising in all parts of the 
country. The council since Pearl 
Harbor has pushed the slogans, 
“Oil Is Ammunition” and “Save 
Your Car for Your Country.” 

Chairman William R. Boyd Jr. 
of PIWC said he considered the 
program “a continuing effort” on 
the part of the industry, directed 
to the maintenance of automotive 
equipment and conservation of 
rubber. He estimated that the 
committee’s conservation messages 
had already had a circulation of 
two billion. 

Previously, the committee oper- 


ated in the rubber drive; the “Save 
Carcass” and “Recap and Roll” 
program; the 35-mile speed limit 
campaign; and programs for the 
maintenance of trucks and farm 
equipment. 


Gas Associations 
Plan Extensive 
New Program 


Cleveland, Jan. 19.—Representa- 
tives of the American Gas As- 
sociation’s domestic gas range di- 
vision and the sales management 
committee of the Association of 
Gas Appliance and Equipment 
Manufacturers at a two-day meet- 
ing here this week approved a 
new program designed to help 
keep advantages of gas and CP 
gas ranges before the public. 

Full details of the program, 
which will also be geared to aid 
the war effort and postwar em- 
ployment, will be announced 
shortly. The meeting included a 
discussion of recommended 
changes in specifications of CP gas 


ranges. It was agreed that new 
specifications be revised to more 
accurately reflect functional rather 
than engineering standards. 

Because of the growing impor- 
tance of dealers in the distribu- 
tion of gas ranges and other 
appliances, it was decided to estab- 
lish an advisory committee of re- 
tailers whose purpose it would be 
to help guide gas range manufac- 
turers and utilities in their dealer 
relation and broad merchandising 
policy. 


Connally Leaves OPA 


Reagan P. Connally has resigned 
as director of the consumer goods 
price division, OPA, to return to 
his duties as president of the In- 
— Department Stores, New 

ork. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 

8655 


431 8. Dearborn S8t., Chicago Wab. 
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Makes History 
With U. S. Edition 


New York, Jan. 18—An event 
unprecedented in U. S. journalism 
took place when a selected list of 
3,000 Americans received the 
transatlantic edition of the London 
Daily Mail, marking the first time 
a British or any foreign newspaper 
has been published in this country. 

Printed by the offset process in 
tabloid form, 8% by 11 inches, the 
first issue ran 12 pages, heavily 
illustrated. The four-column pages 
were made up in the London plant, 
microfilmed, and the film flown to 
the U. S. Regular Daily Mail 
headlines and text type were used. 
The VU. S. edition will appear 
weekly for the duration, accord- 
ing to present plans. It is printed 
by Business Letter Service, with 
the paper coming from the firm’s 
regular commercial printing quota. 


WHBQ Joins Mutual 


Station WHBQ, Memphis, will 
become a' full-time Mutual affiliate 
beginning March 6. 


te Grocery stores ack for GIBSON'S FACE TISSUES — named atier our President 
National Cellulose of Canada announced 


its new “hankie-size’ Face-Elle in this 
advertisement which appeared in Cana- 
dian dailies, showing the actual size of 
this tissue. Ferres Advertising Service, 
Hamilton, Ont., placed the copy. 


Named Research Director 


Fuller & Smith & Ross, New 
York, has named Milton F. Decker 
director of marketing and media 
research. He has been with 
Scripps-Howard Newspapers for a 
number of years, and was former- 
ly with the New York Times. 


“The only solace I get these days is settling down 
with my pipe and the Buffalo Evening News* 
with its 78 separate features.” 


BROADWay 


E. A. Stuart, 
Carnation Company 
Founder, Dies 


Los Angeles, Jan. 18.—Elbridge 
A. Stuart, 87-year-old founder and 
chairman of the board of the Car- 
nation Company, who built a 
bankrupt evaporated milk plant 
into an interna- 
tional organiza- 
tion, died at his 
home here last 
Friday after a 
brief illness. 

Mr. Stuart, 
who was active 
in compan 
affairs up until 
the time of his 
death, left a 
wholesale gro- 
cery firm in 
Los Angeles in 
1899 to found the Carnation Com- 
pany, whose product, “from con- 
tented cows,” was destined to 
become world famous. He paid 
$5,000 for a small evaporated milk 
plant at Kent, Wash., and started 
literally from scratch. 

Canning was new in those days, 
and the first cans of Carnation 
were made by hand. With a bas- 
ket over his arm, loaded with a 
dozen cans, Mr. Stuart called on 
the trade and delivered on the spot 
—if he got the order. 

Circulars in grocery stores were 
the company’s first advertising for 
Carnation milk; but by 1910 it was 
a national advertiser, and by 1918 
one of the large national magazine 
advertisers. 


Adopted Three Principles 


As president until 1932, when 
his son, Elbridge H. Stuart, took 
over, and later as board chairman, 
the company founder insisted that 
Carnation observe three cardinal 
principles in its development. The 
product must be made as good as 
possible; it must be thoroughly 
sold to the trade, which must be 
helped to display and merchandise 
it; and consumers must be told 
constantly of its merits through 
advertising and merchandising. 

Following its first store circu- 
lars, Carnation took its first news- 
paper space, then outdoor adver- 
tising, direct mail and displays. 
Sales mounted steadily and in the 
last few years Carnation irradiated 
milk has been impressed upon the 
public mind via national maga- 
zines and newspapers, radio and 
panel posters; upon doctors and 
home economists through the 
medical journals and home eco- 
nomics publications; and to retail- 
ers through trade publications in 
the grocery field. The company 
has placed more emphasis than 
ever upon its display and mer- 
chandising service in recent years. 

In 1915 Carnation was one of 
the three major accounts for 
which Erwin, Wasey & Co. opened 
a Chicago office, where it has been 
serviced ever since. 

Mr. Stuart, widely known as a 
breeder of pedigreed dairy cattle, 
in 1910 established the Carnation 
Milk Farm near Seattle, as an 
experimental station which since 
has become one of the show places 
of the Pacific Northwest. Its pri- 
mary purpose was to improve 
herds supplying the Carnation 
condenseries; but it also is being 
used in improving dairy and other 
feeds produced by a subsidiary, 
Albers Bros. Milling Company. Ca- 
nadian operations were launched 
in 1916 and 10 years later the 
company expanded into a new 
field in this country with the pur- 
chase of a number of producers 
and distributors of bottled milk, 
ice cream and other dairy prod- 
ucts. 

Mr. Stuart, a regular listener to 
and critic of the company’s NBC 
network show, “Contented Hour,” 
showed as much interest in the 
Jan. 3 broadcast as the initial pro- 
gram; it marked the start of its 
13th uninterrupted year on the air. 
In special tribute to the founder, 
a substitute program was rushed 
to completion for last night’s 


E. A. Stuart 


broadcast. Music which Mr. Stuart! b 


especially favored comprised the 
entire program. 
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“Positions Wanted,” “ 


cash with order. All 


The Advertising Market Place 


The rates for this pasta are as follows: “Help Wanted,” 

epresentatives Wanted,” and “Represen- 

tatives Available,” 30 cents a line, minimum charge $1, Terms 

other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


HELP WANTED 


POSITIONS WANTED 


POSITIONS OPEN 
We specialize in advertising person- 
nel, male and female. Positions now 
available with advertisers, agencies, 
publishers and in radio. Transac- 
tions confidential. No registration 


fee. 
FRED MASTERSON 
Sinclair Masterson Personnel 
310 S. Michigan Avenue, Chicago, Ill. 


Wanted: Experienced salesman of 
planned advertising. Must furnish 
background information on experi- 


ence, salary earned, and age. WKY 
Radiophone Company, Oklahoma 
City, Okla. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Il. 


Manager 
Large mid-west independent meat 
packer selling wide line manufac- 
tured and fresh meats wants Ad- 
vertising Manager. Experience in 
food lines required. Excellent op- 
portunity. State experience, salary 
requirement, and location. 

Box 4524, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 


ASSISTANT FOR EDITOR AND 
PUBLISHER: Business paper with 
national circulation in a _ service 
field is seeking a man in the thirties 
who has experience in writing and 
in advertising. For the man with 
initiative, energy, and the right per- 
sonality to meet people, there is an 
opportunity for permanent connec- 
tion with a small compact organiza- 
tion. Numerous for 
more intensive work both now and 
after the war. Headquarters in Chi- 
cago. Give full particulars in first 
letter, including samples of work, 
photograph, references. All material 
submitted will be returned. Replies 
treated with strict confidence. 
Box 4530, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Media Department Manager 
For 4A national agency. Must be 
experienced, capable media man 
with executive ability and draft ex- 
empt. Must be able to handle con- 
tacts with important clients. Posi- 
tion in Midwest. Write fully. 

Box 4534, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 


Export advertising man wanted by 
Missouri manufacturer of refrac- 
tories. World-wide market already 
developed. The position involves 
preparation of literature, trade pa- 
per insertions, direct mail cam- 
paigns, and aiding dealers estab- 
lished throughout the world. Prefer 
man with knowledge of Spanish, 
Portuguese and French, but not ab- 
come, necessary. Excellent op- 
portunities for present and future. 
Box 4533, ADVERTISING AGE 
100 E. Ohio St.. Chicago, 11 


REPRESENTATIVE AVAILABLE 


Can efficiently represent one more es- 
tablished trade or class publication 
in Midwest. Wide acquaintance ad- 
vertising agencies and accounts. 
Box 4526, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Experienced trade paper space sales- 
man, covering New York area, seeks 
full-time connection with a _ live, 
legitimate industrial or general pub- 
lication. Draft exempt. 

Box 4527, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


—, 


Industrial Field 
Position with manufacturer, ‘ndus. 
trial publisher or advertising a “ency 
desired by woman now employed as 
advertising production manager 
with machine tool manufac‘urer, 
Experienced editor, merchandiser 
advertising and production manager. 
Minimum salary $4500. 
Box 4525, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Advertising and Sales Promotiog 
Manager with major experience, in. 
cluding marketing of new products 
from start to national success for 
AAA1 manufacturer. Knows how to 
weld advertising ageney operations 
to manufacturers problems to de. 
velop team-work results. Broad ex. 
perience in household and drug field 
with both consumer and distributor 
set-ups. Has headed up large ad. 
vertising department or worked inp 
special marketing division. Just 
over draft age, married, universit 
graduate. Can furnish excellent ref. 
erences and success records from 
top-notch companies. 

Box 4529, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 


Seasoned Sales and Advertising Ex- 
ecutive. Can sell with the written 
word as well as in person. Broad 
experience in nation-wide sales man- 
agement major appliances. Back- 
ground of advertising in all its 
phases. 

Box 4532, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 


ARE YOU SEEKING A 
“GIRL FRIDAY”? 
If you need an executive secretary, 
here’s a young lady with 12 years 
advertising and publishing experi- 
ence; attractive; pleasant personal- 
ity; who recently returned from 
Washington (with release) where 
she handled press releases and pub- 
lic relations data for a Division of 
the Government. 
Box 4528, ADVERTISING AGE 

330 W. 42nd St., New York City, 18 


MIDWEST REPRESENTATIVE 
WANTS PUBLICATION 
ON COMMISSION BASIS 
Returned Army Captain who has 
represented well known consumer 
and trade magazines in the Cheng 
area the past 15 years, would like 
to contact publishers who are hav- 
ing sales and cost problems in Mid- 
west area. Assure satisfactory his- 
tory and recommendations from past 
publishers. 
Box 4531 ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


BUSINESS OPPORTUNITIES _ 


MAGAZINES WANTED: A publisher 
interested in developing his otring 
of publications in the industria 
field is looking for an additional 
magazine. Correspondence 
to possible acquisition will be hel 
in strictest confidence. Please state 
field covered, advertising record and 
circulation history. 

Box 4523, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
Post-war Plan for a Magazine Pub- 
lisher—I have a plan for a national 
magazine covering an overlooked 
but important segment of the wo- 
men’s field. This represents a defi- 
nite post-war possibility for a mag- 
azine publisher with the necessary 
experience and capital. I shall be 
glad to submit details to interested 

principals. 
GEORGE H. CHAPMAN 
Aqueduct Bldg., Rochester 4, N. ¥- 


HAROLD C. KENNEDY 


New York, Jan. 18.—Harold 
Clark Kennedy, advertising direc- 
tor of Redbook, died yesterday at 
the New York Hospital, after an 
illness of a month. 

Born in Hudson, N. Y., where 
his father published the Evening 
Register, he was graduated from 
Cornell University’s law school in 
1918. He served as a U. S. Navy 
ensign in World War I. 

After the war, Mr. Kennedy 
joined the export department of 
Butler Brothers, serving in New- 
ark and Philadelphia, resigning to 
become an advertising salesman 
for Brooklyn Daily Eagle. In 1922 
he joined the McCall organization 
as a salesman for McCall Quar- 
terly. Three years later he was 
promoted to the Chicago advertis- 
ing staff of McCall’s, and in 1927 
took charge of the Boston office. 

When McCall purchased Red- 
book in 1929, Mr. Kennedy was 
made eastern advertising man- 
ager, holding that position until 
1936, when he was. made adver- 
tising director. In addition to his 
duties at the McCall Corporation, 
Mr. Kennedy was vice-president 
and a director of the Record Print- 
ing & Publishing Co., Hudson, N. Y. 


CLARK BOOTHBY 


Chicago, Jan. 19.—Clark Booth- 
y, co-manager of the Chicago 
office of Ideal Publishing Corpora- 
tion, died yesterday of a heart 


attack in the Palmolive building. 
He was 44 years old. Mr. Boothby 
began as a reporter on the Chicago 
Tribune, later joining the adver- 
tising staff of The American 
Weekly. Before joining Ideal he 
was on the Chicago staff of Faw- 
cett Publications. 
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WRITER 
WANTED 


Midwest ad agency en- 
larging copy staff. Excel- 
lent opportunity for man 
or woman with experi- 
ence in writing top grade 
selling copy. Applicant 
should be able to plan 
campaigns - to originate 
as well as follow a lead. 
National media, both 
radio and visual. Chiefly 
food products. Send full 
particulars, and examples 
of work, to Box 4536 , 
Advertising Age, 100 E. 
Ohio St., Chicago, Ill. 
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Senate Okays Bill 
Qutlawing Red 
Cross Trademark 


Washington, D. C., Jan. 20.—The 
Senate tentatively adopted legis- 
lation this week outlawing the use 
after three years of the Red Cross 
name and insigne as a trademark, 
and the sale of Red Cross trade- 
marked goods after 1953. 

The bill, recommended by the 
State Department more than a 
year ago, was sponsored by Sen- 
ator’ Van Nuys, chairman of the 
judiciary committee, and sup- 
ported by leaders of both parties. 

Although the Senate agreed to 
adoption of the measure by a 
yoice vote, final action must await 
disposal of a motion to reconsider 
lodged by Senator Tom Stewart of 
Tennessee, who asked additional 
time to investigate the need for 
the bill. Senator Stewart will 
confer with legal officials of the 
American National Red Cross over 
the weekend, and will agree to 
passage of the bill or move for a 
revote sometime next week. 


Limited to Organization 


Under terms of the bill adopted 
by the Senate, the use of the Red 
Cross name and insigne would be 
reserved exclusively for the 
American National Red Cross and 
its duly authorized employes and 
representatives. 

No person, corporation or as- 
sociation would be permitted to 
exploit the name or emblem “for 
the purpose of trade or as an ad- 
vertisement to induce the sale of 
any article whatsoever, or for any 
business purpose.”’ 

Since the Red Cross incorpora- 
tion act of 1910, use of the Red 
Cross name and emblem has been 
limited to firms which were mar- 
keting under that trade name 
prior to Jan. 5, 1905. 

Despite the complete ban on the 
use of the emblem, these firms 
would be allowed to retain the 
name until July 1, 1947. Even 
after their right to use the Red 
Cross name: and emblem had ex- 
pired, the firms would be allowed 
for six additional years to supple- 
ment their new trademark with a 
notation “formerly Red Cross,” so 
long as it was printed in smaller 
lettering. Resale of any “Red 
gt goods would end by July 
, 1953. 


Defeat Tydings Amendment 


Much of the debate in the Senate 
centered on an effort of Senator 
Tydings of Maryland to permit 
manufacturers affected by the ac- 


IT TAKES TWO 
10 MAKE A SALE 


As well as an argument... 


TAMPA-ST. PETERSBURG 


Florida is ONE BIG MARKET. 
Tampa is one big wholesale center. 
Tampa has two big newspapers. 
BUT—Neither the wholesalers, nor 
the newspapers can sell Mr. and 
Mrs, St. Petersburg. 


DRUG SALES for Tampa-St. Peters- 
burg — $8,030,000 — St. Pete alone 
buys $4,709,000 of this total or 58°, 
— St. Pete people buy less than 
400 copies of Tampa daily news- 
Papers—they buy 38,000 copies of 
St. Petersburg's newspapers — that's 
why advertisers must 


WORK BOTH SIDES OF THE STREET (BAY) 
IN TAMPA - ST. PETE. 


V J OBENAUER JR 
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tion to sue in the court of claims. 
The Tydings amendment was de- 
feated after Senator Walter 
George of Georgia, and other 
prominent Senate lawyers declared 
that no firm would be able to es- 
tablish damages on the basis of 
losing its trademark. 

Although Senator George was 
willing to provide the opportunity 
for such actions, Senator Tom 
Connally of Texas declared that a 
trademark involves no property 
right. “It is an act of grace on the 
part of the government,” Senator 
Connally said. “The copyright 
user registers his trademark or 
copyright, and so long as he com- 
plies with the law he is protected, 
not against the government but 
against competitors.” 

The bill was proposed by the 
State Department to fulfill U. S. 
obligations under the Red Cross 
convention of 1929, when it was 
agreed to protect the Red Cross 
from imitation whether for com- 
mercial or other purposes. A com- 
panion bill outlawing the use of 
the cross of the Swiss Confedera- 
tion, a white cross on a red back- 
ground, was also adopted by the 
Senate. 

A movement to outlaw the use 
of the red cross has been under 
way at the Federal Trade Commis- 
sion for more than a year with 
complaints issued against the 
manufacturers of Red Cross shoes, 
cough drops and paper towels and 
tissues. 

Acting under the Federal Trade 
Commission Act on the grounds 
that use of the Red Cross name 
or emblem tends to mislead the 
public, FTC has already induced 
the manufacturers of Red Cross 
shoes to adopt the Gold Cross 
trade name, and has issued cease 
and desist orders against the A. P. 
W. Paper Company, manufactur- 
er of Red Cross tissue and towels. 


20 Companies Become 
ANA Members 


Twenty companies have been 
elected to membership in the As- 


Mills Made Assistant 
OWI Film Bureau Chief 


Taylor Mills, for more than 11 
years associated with Batten, Bar- 
ton, Durstine & Osborn, and more 
recently with the government’s 
bureau of the budget, has become 
associate chief of the OWI motion 
picture bureau. He was radio di- 
rector and account executive in 
the BBDO Minneapolis office for 
nine years. 


Talley Joins Key 


Thomas M. Talley, production 
manager and account executive for 
the past 17 years for Ralph H. 
Jones Company, Cincinnati agen- 
cy, has resigned to become director 
of production, account executive 
and secretary of the Key Adver- 
tising Company, Cincinnati. 


Ainsworth Promoted 


Eric Ainsworth, formerly east- 
ern advertising manager of Liquor 
Publications, Inc., has been ap- 
pointed advertising manager. The 
firm publishes Spirits, Wine and 
Liquor Retailer and Monopoly 
State Review. 


Matson Begins 
‘44 Ad Campaign 
Through Kudner 


San Francisco, Jan. 20.—Matson 
Navigation Company this week re- 
turned to the advertising fold, 
launching the initial ad of its new 
campaign in a list of 11 national 
magazines, supplemented by large- 
space newspaper insertions in four 
Pacific Coast cities. 

The drive is scheduled to run 
through 1944, and marks the first 
copy to be placed since the account 
went to Arthur Kudner, Inc., last 
August. The agency opened a San 
Francisco branch last November 
with L. B. Myers in charge. 

Black and white bleed pages are 
scheduled to appear every month 
in Atlantic Monthly, Cosmopolitan, 
Harper’s, Harper’s Bazaar, House 
Beautiful, National Geographic, 
Newsweek, Redbook, The Satur- 
day Evening Post, Time and Town 
& Country. Large-space newspa- 
per insertions will appear ‘re- 
quently in San Francisco, Los An- 
geles, Seattle and Portland, Ore., 
the four embarkation cities of the 


company’s steamship service. In 
addition, Matson will run sus- 
tained copy in Hawaiian newspa- 
pers and shipping periodicals. 

Initial insertion is illustrated 
with a procession of ships steam- 
ing along the sea lanes preceded 
overhead by a streamlined vessel 
sprouting wings. The inference 
drawn thereby is revealed in the 
brief copy which says that when 
the oceans of the earth and sky are 
navigable again in peacetime, it 
will be the aim of Matson to serve 
efficiently in both. 


Market Research 
Assistant 


In Chicago, for large national 
professional research organi- 
zation. Must be experienced in 
tabulation and sampling tech- 
nique. Our organization knows 
of this advertisement. 


Box 4539, ADVERTISING AGE 
100 E. Ohio St., Chicago, II 


DECIDE ABOUT THE 
JO WES CONTRACT ? 


sociation of National Advertisers, | am 


New York. They, and their repre- 
sentatives in the association, in- 
clude: Arvey Corporation, L. L. 


Grisamore, secretary-treasurer; B.|@ 
V. D. Corporation, P. B. Merry,|§ 


vice-president; Brown-Forman 
Distillers Corporation, R. W. Moor- 
head Jr., assistant secretary and 
advertising manager; Brunswick- 
Balke-Collender Company, C. P. 
Binner, advertising manager; Bur- 


lington Mills Corporation of New |™ 


York, Nathaniel C. Thayer Jr., 
advertising and promotion man- 
ager; Can Manufacturers Institute, 
Gordon E. Cole, advertising direc- 
tor; Electric Auto-Lite Company, 
H. D. Bissell, advertising manager, 
and General Fireproofing Com- 
pany, William S. Miller, advertis- 
ing manager. 

Others are International Indus- 
tries, N. T. Brotherton, public re- 
lations director; Kelly-Springfield 
Tire Company, Porter D. Collins, 
advertising and sales promotion 
manager; R. G. LeTourneau, Inc., 
George C. McNutt, advertising and 
public relations manager; Lock- 
heed Aircraft Corporation, Howard 
W. Cheney, advertising director; 
National Dairy Products Corpora- 
tion, Norman Bauch, sales and 
advertising manager; Perfect Cir- 
cle Company, George W. Stout, 
advertising manager; Philip Mor- 
ris & Co., W. C. Foley, vice-presi- 
dent; Pittsburgh Steel Company, 
Elmer T. Wible, manager of prod- 
ucts promotion; Rose-Derry Com- 
pany, H. R. Gaudette, advertising 
manager; . Sheffield Corporation, 
Clarence W. Hamilton, public re- 
lations director; Sperry Corpora- 
tidn, Robert H. Hinckley, assistant 
to the president; and Westminster 
Ltd., John E. Paradine, vice-presi- 
dent. 


FCC Okays Sale 
of KPHO, Phoenix 


FCC has authorized assignment 
of the license of Station KPHO, 
Phoenix, Ariz., from M. C. Reese 
to Phoenix Broadcasting, Inc., 
for a reported consideration of 
$60,000. 

Among stockholders in the pur- 
chasing company are Eugene Pul- 
liam and Rex Schepp of WIRE, 
Indianapolis; Edwin Borroff, New 
York, vice-president of the Blue 
Network; Mrs. Dorothy Kiggins, 
New York, whose husband, George, 
is a vice-president of the Blue, 


and A. G. Atwater, Chicago. 


You need this 


This Hammermill book, “How to Harness a 
Conference,” will help eliminate the waste mo- 
tion, buck-passing and pointless oratory from 
your future conferences. It offers practical help 
on how to organize and guide a meeting, keep it 
down to brass tacks, turn decisions into action 


by “putting them in writing.” 


what and when. 


Send for it! 


Back the Attack 
BUY BONDS 


WAS TOM SMT 
AT THE MEETIVG 


It’s full of ideas covering every detail of a con- 
ference: how to call it . . . how to keep it “on 
the beam” . .. what was decided . . . who is to do 


WHO WAS Gomg 
70 WRITE 


this the result your 


Hammermill Paper Co., Erie, Pa. 


Please send me a free copy of “How to Harness a Con- 


ference.” 


ay 
| wW UP ‘ , CHECK ? is 
| 
| | 
| PETERSBURG NEWSPAPERS SERVICE 
ing and Sunday * Independent Evening 
! | (Please attach to your company letterhead) AA 1-24 ac 


W. S. Jack to Speak 


William S. Jack, president, Jack 
& Heintz, Inc., Cleveland, will be 
guest of honor and speaker at the 


celebrity-forum luncheon of the 
Advertising Club of New York, 
to be held Wednesday, Jan. 26. 
His subject will be “Humanism in 
Industry.” 


Houston Post’s 


CIRCULATION GROWS 
LAST MONTHS 


. . « Without Promotion, in Fact, despite 
Efforts to Discourage Growth 


OW the people of Houston reward 

progressive newspaper publish- 
ing is shown by the increasingly 
rapid growth in circulation of the 
Morning Post. During the past 6 
months alone, daily circulation has 
grown 7%% and Sunday circulation 
2/10%—this without special pro- 
motion of any kind since no pub- 
lisher deliberately multiplies his 
trouble with paper supply today, 


This response by the reading pub- 
lic parallels the growth in prestige 
among local advertisers who, years 
ago, discovered the whole-family 
readership of The Post and began 
capitalizing on it with their adver- 
tising dollars. 


The only complete market. page in 
Houston is published daily by The 
Post. It alone carries both Asso- 
ciated and United Press dispatches 
regularly and now the New York 
Times and Chicago Tribune News 
Services are added. 25 of the coun- 
try’s most popular syndicated strips 
are only part of the comics appear- 
ing regularly in The Post. The many 
interests of the housewife and the 
sports fan are covered by strong 
writers who have built up large and 
enthusiastic followings. 


Houston retailers who need to 
reach the family as a group spend 
more money in The Post. These in- 
clude most of the larger super-mart 
grocery chains, prefessional services, 
radio, real estate, amusements, fur- 
niture, musical instruments, and 
liquor dealers. 


More and more national advertis- 
ers are learning that Houston is dif- 
ferent—that the morning paper stays 
at home, family-read—and are 
reaching Houston Families with The 
Post. 


Now Added... 
NEW YORK TIMES 


and CHICAGO TRIBUNE 
News Services” 


. . bringing to Houston Post 
Readers ond advertisers the 
benefits of World-wide news 
coverage by over 100 top-flight 
“news hawks” in addition to 
complete AP and UP Services 


A STATE-SIZE 
MARKET—over 
$260,000,000 in 
Consumer Goods 


Sell the Houston Market and you have 
the equal of any one of 16 entire states— 
a@ million consumers buying over a quarter 
billion dollars worth of consumer goods 
plus most rapidly growing demand for 
capital goods in the South. 


Get started now in this market of the 
future. 


REPRESENTED BY BURKE, KUIPERS & MAHONEY, INC. 


THE HOUSTON POST 


FIRST IN THE TEXAS MORNING FIELD 
IN CITY AND SUBURBAN CIRCULATION 


Furniture Buyers 
Seek Merchandise, 
Eye Postwar Era 


(Continued from Page 1) 
national market for both major 
equipment and a long list of 
smaller appliances,” said C. E. 
Greenwood, commercial director 
of the Edison Electric Institute. 
“The war interrupted a healthy 
expansion of the electric range 
market, promotion of which has 
been steadily gaining momentum 
along cooperative lines. Ten years 
ago the sale of electric ranges was 
about on the ratio of 15 to 1 
with gas ranges. In 1941 the ratio 
was four to one. And yet national 
saturation is but 12%.” 

He declared that electric kit- 
chens with cooking, refrigeration 
and water heating will be aggres- 
sively sold as promptly as they 
are available for civilian use. 
More than 80,000 electric ranges 
scheduled for manufacture this 
year have been earmarked for war 
housing, he said. He predicted the 
electric laundry will have an im- 
portant place in the utility promo- 
tional schedule. 


No Radios, Galvin Says 


Another speaker, Paul V. Gal- 
vin, president of the Galvin Mfg. 
Company and head of the Radio 
Manufacturers Association, said 
that no civilian radio production 
could be anticipated this year, 
adding that the first such output 
would not take place until the end 
of the European phase of the war 
and probably not until a half year 
after that time. The first models, 
he predicted, would be greatly im- 
proved from the last peacetime 
sets made, but would not be “fan- 
tastic.” 

Furniture makers were warned 
by Raymond S. Reed, advertising 
and sales development manager of 
the Heywood-Wakefield Company, 
Gardner, Mass., not to worry about 
what type of period furniture “GI 
Joe” will prefer when he returns, 
but to “start worrying whether 
Joe will prefer any furniture when 
he gets back—worrying how we 
can get a respectable share of the 
consumers’ dollar. . . Let’s find out 
what he will buy . . . how to make 
it so attractive to Joe that he will 
spend for that, at least shortly 
after he’s signed for a new car, 
radio, refrigerator and washing 
machine.” 

Retail furniture dealers see a 
major opportunity in the mer- 
chandising of appliances in the 
postwar period, according to a 
suryey just completed by the 
NRFA. Summarizing interviews 
with 200 store proprietors in 27 
states, the survey lists what the 
retail merchant would ask of the 
appliance manufacturers and 
utility companies and what he, in 
turn, proposes to do. 

The retail merchant, for ex- 
ample, would ask the appliance 
makers to (1) provide special dis- 
play ideas, (2) establish retail 
outlets limited to dealers having 
the ability to pay and service ac- 
counts, (3) shorten the term of 
the manufacturer’s guarantee, (4) 
give supervisory assistance to mer- 


chants in establishing adequate 
service departments, (5) establish 
margins sufficient to create extra 
sales incentives, and (6) promote 
appliance sales training to furni- 
ture store salesmen. 

In turn, the furniture dealer 
proposes to (1) carry complete 
stocks of appliances and repair 
parts, (2) offer greater’ over-all 
aggressiveness in merchandising 
of appliances, (3) increase adver- 
tising of appliances, (4) use better 
and larger floor displays of appli- 
ance merchandise; (5) provide 
independent financing of all sales 
contracts, and (6) make no great 
insistence on private brands. 

The furniture merchant would 
ask of the utilities (1) elimination 
of highly competitive selling by 
compensating salesmen for ability 
to increase gas or electric con- 
sumption, (2) maintenance of a 
standard set of prices, and (3) co- 
operative advertising. In return, 
he would be willing to (1) fully 
cooperate with the utilities in all 
promotions, (2) sell quality grades 
of appliances, (3) advertise coop- 
eratively, (4) aggressively sell 
load building appliances, and (5) 
agree to work out a satisfactory 
agreement with the utilities on in- 
stallations of electric ranges and 
gas refrigerators. 

Averring that “furniture store” 
is a misnomer, the association in 
a booklet entitled “What Is a Fur- 
niture Store?” declares that the 
retail store carrying this label is 
actually a “home goods store.” It 
points out that approximately 70% 
of all home furnishings are sold 
in the furniture stores of the coun- 
try, and as the purchasing agents 
for 95,000,000 persons, the 20,000 
furniture stores dispose of more 
than a $1,000,000,000 in merchan- 
dise annually. Medium price fur- 
niture is purchased by 80% of the 
customers, while 10% buy fur- 
nishings priced in the upper 
brackets and an equal percentage 
buy low price home goods. 

The booklet, describing the buy- 
ing habits of the public, adds that 
deferred payment sales constitute 
78.5% of the total furniture store 
volume. While furniture store in- 
stalment receivables reached a 
peak of $619,000,000 in 1941, the 
booklet shows, the total now has 
been cut to less than $270,000,000 
because of federal credit restric- 
tions. Before the war discouraged 
promotional sales advertising, ac- 
cording to the volume, the total 
expended by home goods stores 
was estimated at $67,500,000 an- 
nually. 


Southland Mills 


Asks WPB Priority 


Southland Paper Mills, Lufkin, 
Tex., has applied to the War Pro- 
duction Board for priorities which 
would permit it to install a second 
newsprint machine, enabling it to 
double its output, with a capacity 
of 120,000 tons annually. 

E. L. Kurth, president, said the 
machinery could be installed and 
working within 10 months if the 
WPB grants an early approval. 
The application is expected to get 
prompt action. 


Joins Geare-Marston 

Howard F. Kairer, formerly an 
advertising manager and account 
executive with various agencies, 
has been named an account execu- 
tive of Geare-Marston, Inc., Phila- 
delphia agency. 
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Gen. G-E Mazda is the trade characte 
developed for use in the Latin Amer. riod of 
ican campaign of the lamp division of Mal Th 
International General Electric Co. The 19 d r 
new drive is designed to do both a to a 4 
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eas 
Washington, D. C., Jan. 20.— 
Commissioner of Internal Revenue§ pankheac 
Robert E. Hannigan ruled today by tax la 
that newly liberalized regulations proposal 


governing bonuses and over-riding 
commissions should be extended 
retroactively to permit additions 
payments for 1943. 

New regulations for bonuses 
and commissions had been ordered) 
for 1944 after Director of Eco. 
nomic Stabilization Fred M. Vin 
son ruled that percentage typé¢ 
commissions and bonuses may bk 
paid in 1944 without governmen pe 
approval so long as the rate over 
payment, method of computationf§ vept. aa-!, 4 
and employe’s base salary are th 
same as at the beginning of the 
— program in October 

The Vinson ruling invalidated 
regulation of the Bureau of In 
ternal Revenue requiring govern 
ment approval of these payments 
when the total sum involved ex 
ceeded the amount paid before the 
stabilization program. In his rul 
ing today, Commissioner Hannigan 
wiped the discredited regulation 
from the books and suggested tha 
employers may make supplementa 
payments to bring 1943 bonuses 
and commissions up to the amount 
that would have been paid on a 
purely percentage basis. 

Commissions of salesmen on 
their own sales had not been in- 
cluded in the discredited regula- 
tion, but over-riding commissions, 
of particular concern to execu- 
tives, branch managers and others, 
were involved. Percentage types of 
compensation covered by the order 
include commissions, bonuses, and 
similar payments based on sales, 
salary, profits, volume, new busi- 
ness or similar factors. 


Pencils, Safety 


Names Joseph Katz 
Mifflin Chemical Corporation, 
Philadelphia, manufacturer of rub- 
bing alcohol, has appointed Joseph 
Katz Company, New York, to 


handle its account. 
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radio after midnight! We wrapped 
it up in a package called the 
“Night Owl Club.” Prizes, contests, 
brisk showmanship, music and news. 
They're joining the club by the hun- 
dreds every day. News spots avail- 
able. Get the facts! 


BALTIMORE 


TOM TINSLEY, President 
: Represented Nationally by HEADLEY-REED 
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Seek Tax Law 
Change to Boost 
Small Paper Ads 


(Continued from Page 1) 


since 1924. 


1941. 
A date of final enactment. 


means committee to await action. 


“as an indirect subsidy” 


A member of Congress since 1939, 
he has been editor and publisher 
of the Bulletin, Burley, Idaho, 


Under the terms of the bill no 
war information advertising would 
pe deductable from income or ex- 
cess profits taxes unless the ad- 
yertiser placed the same propor- 
tion of his budget in small papers 
"BE that he placed during the base 
" period of Jan. 1, 1937, to Dec. 31, 
The bill would apply only 
to advertising placed after the 
It has 
been referred to the ways and 


The possibility of adjusting tax 
laws to assist small papers was 
advanced during the Senate hear- 
ings on the Bankhead bill by Sen- 
ator Danaher, Connecticut Repub- 
lican, who later dropped the idea. 
Pointing to wartime advertising 
from 
the Treasury, Senator Danaher said 
he thought the purposes of the 
Bankhead bill might be achieved 
by tax law amendments. A similar 
proposal was advanced by Senator 


Help maintain 
an morale and im 
prove your business at the 
Place your name 


Leather, Billfolds, 

Wallets, Diaries, Mechanical 

Pencils, Safety First Cases, Novelty Key Cases, 

countless other items. Inexpensive, resultful. 
ADVERTISERS PUBLISHING CO. 

Dept. AA-!, Ann Arbor, Mich. (Salesmen Wanted) 


Austen when the Senate passed 
the bill. 

The program to assist small 
papers by diverting advertising 
under the tax laws was described 
as the solution to many of the 
problems which had confronted 
supporters of the Bankhead bill. 
Advocates asserted that it avoided 
any semblance of a subsidy, but at 
the same time was not coercive. 

They pointed out that small 
papers were suffering under war- 
time conditions which had resulted 
in the collapse of many dealer- 
manufacturer advertising pro- 
grams. At recent hearings, they 
said, it was admitted that the 
overwhelming portion of advertis- 
ing was restricted to -416 cities 
having populations of over 25,000. 


Submits War Film Data 


New opposition to paid govern- 
ment advertising appeared from 
the ranks of the advertising indus- 
try this week, when Screen Broad- 
casts, a motion picture advertis- 
ing organization, intervened to 
remind individual Congressmen of 
the war information job it was do- 
ing with locally sponsored motion 
pictures. 

A letter, backed by statistics and 
exhibits, was delivered to each 
member of the ways and means 
committee and of the House by 
Robert Harper, assistant to the 
president of the organization, ex- 
plaining that without any cost to 
the government, movie-goers in 
communities all over the country 
were seeing films in 12 special war 
information series, presented by 
national, local and sectional spon- 
sors in theaters in 39 states. 

Providing a summary of the 
activity of sponsors under the 
Screen Broadcasts war effort film 
campaigns, the exhibition showed 
that 1,915 sponsors in 1,330 towns 
in 39 states were participating in 
campaigns that were in operation 
six months or more. These cam- 
paigns involved 44,609 screenings 
in 2,422 theaters. 

Campaigns which Screen Broad- 


Four Ruthrauff & Ryan vice-presidents held a meeting in Detroit to readjust 


1944 ad plans to meet availability of newspaper space. 


Left to right are: 


Tod Reed, Matthew J. (Bob) Casey, Ralph Van Buren and George T. Emerson. 
Mr. Van Buren is from the New York office of the agency and the others are 
Detroiters. 


casts has filmed are: paper salvage 
and conservation for WPB; critical 
resources for WPB; manpower; 
“Food Fights for Freedom;” public 
health; Wac recruiting; WPB con- 
servation; war savings; civilian 
defense; OPA, ODT and Labor De- 
partment job safety. 


Text of Bill 


The text of the Dworshak bill, 
(HR 4001) titled “A bill to assure 
allocation to small newspapers of 
a proportionate share of national 
advertising,” after the enacting 
clause, declares: 

It shall be enacted “that no de- 
duction by any taxpayer for ad- 
vertising expenditures for the pro- 
motion of government objectives 
in wartime, for income and excess 
profits tax purposes, will be 
allowed unless such taxpayer’s 
claim for such deduction show 
that the total of such advertising 
expenditures for such taxpayer 
for the purchase of space in daily, 
weekly, semi-weekly and tri- 
weekly newspapers published in 


cities, towns, villages, townships 
and other communities of 10,000 
population or less (as shown in the 
last previous census) be not less 
than the same ratio to the total of 
such expenditures during the same 
year for such advertising space 
purchased by such taxpayer in all 
newspapers as obtained between 
the same two classes of publica- 
tions respecting expenditures for 
all advertising by such taxpayer 
during the period beginning Jan. 
1, 1937 and ending Dec. 31, 1941. 

“2. This act shall take effect 
from the date of its final enact- 


ment and shall apply to that por- 
tion of the tax year of any tax- 
payer not yet expended upon said 
date and to the entire portion of 
all such subsequent tax years.” 


Big Market Seen 
for Motorcycles 


in Postwar Era 


New York, Jan. 20.—American 
soldiers now using motorcycles are 
expected to comprise a big, new 
market for the vehicles after the 
war, it was brought out here this 
week at the annual meeting of the 
Motorcycle and Allied Trades As- 
sociation. 

The motorcycle industry, which 
has been actively engaged in war 
production, holds an optimistic 
view of postwar prospects, pro- 
vided government restrictions are 
not too rigid. Reconversion to 
civilian output is not likely to be 
too difficult, since Army require- 
ments have been along the same 
lines as normal production. 

Arthur Davidson, vice-president 
and general sales manager, Har- 
ley - Davidson Motor Company, 
Milwaukee, was elected president 
of the association, succeeding 
James A. Wright of the Indian 
Motorcycle Company, Springfield, 
Mass. Others are: W. J. Greenop, 
Geneto Company, Mt. Vernon, 
N. Y., vice-president, and Dwight 
Moody, Indian Motorcycle, treas- 
urer. 


> 


@ A lot of incisive copy, packed with “sell,” already has 
been inspired by the strange but useful things that happen 
in high-vacuum. One of many examples: electronics. 
More such opportunities are in the offing. Manufacturers 
in a number of different lines are using the pumps, gauges 
and other high-vacuum equipment developed and made 
by DPI. Past and present experience leads us to believe 


that the future expansion of processing in high-vacuum 
will be spectacular. And for today, consider how much the 
foods or pharmaceuticals you advertise might gain in 
usefulness by the addition of the superior vitamin concen- 
trates which DPI distills in high-vacuum. 

Get the facts. Come to DPI for the latest information 
about vitamin A, vitamin E, and high-vacuum equipment. 


Distillation Products, Inc. 
Proneering Wigh- Vacuum Research 


755 Ridge Road West, Rochester 13, New York 
Jointly owned by EASTMAN KODAK COMPANY and GENERAL MILLS, INC. 
Sales Agent: Special Commodities Division, General Mills, Inc., Minneapolis 15, Minnesota 


“Readguanrters for Ol- Soluble- Vitamins and Vacuum Eguifsment™ 
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N STOR 


Chain store people are more anxious than ever 
for facts. They make good use of the informa- 
tion that suppliers give them. Keep the chains 
informed—maintain close contact with them. 


I. GENERAL MERCHANDISE — VARIETY STORE EXECU- 
TIVES (BUYERS) EDITION . . . Goes to presidents, general mana- 
gers, sales and merchandise managers, district managers, supervisors, 
construction heads, equipment buyers, etc., of Variety (5¢-$5) and 
General Merchandise chains. 


2. VARIETY STORE MANAGERS EDITION .. . Goes to store 
managers and assistant managers—who determine how much mer- 
re om to re-order and when—and who decide what items to display 
and feature. 


2B. GROCERY EXECUTIVES (BUYERS) EDITION .. . Goes to 
key men in Grocery chains—presidents, general managers, sales and 
merchandise managers, district managers, superintendents, construc- 
tion and equipment men, etc. 


4. GROCERY STORE MANAGERS EDITION .. . For the men 
: in charge of unit stores—your point-of-sale contacts with millions of 
me chain grocery store customers—your consumer “educators.” 


2b. DRUGGIST EDITION . . . Read by presidents, general mana- 
gers, sales and merchandise managers, district a supervisors, 
construction and equipment executives, of Drug chains, as well as 
A, store managers and assistant managers. 


G. ADMINISTRATION EDITION ... A unit of the Administra- 
tion Edition Combination, consisting of: (a) Gen’l Mdse.-Variety 
Store Executives Edition; (b) Grocery Executives Edition; (c) Drug- 
gist Edition; (d) the Administration Edition itself, which is read by 
executives of restaurant, apparel, shoe, hardware, auto accessory and 


other types of chains. 


Handy Check List of Advertising Themes 


() AVAILABILITY: Can you ship 
any merchandise now? 


CONSUMER ADVERTISING: 
What is its purpose? What is it 


{] WAR WORK: If you are doing 
war work what is its significance 
to the chains? 


(1 QUALITY: What features of 
your products go to prove their 
quality? 

{) NEW PRODUCTS: Are you 
bringing out anything new? 

(_) PROFIT: What mark-up does 
your merchandise give the chains ? 


(] USES OF YOUR PRODUCTS: 
Do chain store people know how 
your products should be used, so 
they can inform their customers? 


DISPLAY SUGGESTIONS: 
Can you suggest simplified dis- 
plays that new help can set up? 


doing for your chain store dis- 
tributors? 


POST-WAR ACTIVITIES: 
What are you doing to maintain 
your future turnover? 


SERVICE FACILITIES: Is your 
organization geared to offer any 
specific service to the chains? 


[) RESEARCH ACTIVITIES: 
What are you doing to maintain 
your product or develop new 
products? 


MAINTENANCE SERVICE: 
If you make equipment what can 
you tell the chains that will help 
them keep it working? 


There are many other practical objectives you might use as the basis 


of a campaign to the chains ¢ T 


ough the six specialized editions 


of Chain Store Age you can reach the chains in all fields, comprising 
a 13 billion dollar market © Write or telephone for any further 


details on the chain store market. 


AGE 


185 Madison Avenue, New York 16, New York 
612 No. Michigan Avenue, Chicago 11, ILL. 


Here’s Small Town 
That Has Postwar 
Job Plan Ready 


(Continued from Page 1) 
of Jobs, Inc., will begin when 
$10,000 is subscribed. 

Already, he said, efforts of Jobs, 
Inc., have netted results, and the 
organization is studying several 
projects for small industrial devel- 
opments at “community level,” for 
after the war. Other projects are 
expected to result from a series of 
panel discussions by various in- 
dustrial groups. It is not the aim 
of the organization, Mr. Myers 
averred, to attract industries from 
other communities, but rather to 
foster development in Albert Lea 
of small businesses that will prove 
“economically sound.” 


To Aid Existing Business 


In addition to providing capital 
for new enterprises, Jobs, Inc., 
aims to “secure, create and pro- 
vide jobs for returning service 
men and others,” by assisting ex- 
isting businesses, by conducting 
fact-finding research, and by coor- 
dinating experiences of present 
businesses and making those ex- 
periences available to new enter- 
prises. It warns that high level 
employment is essential to the 
maintenance of private enterprise 
and that there can be no eco- 
nomic security unless jobs are 
provided for all who desire to 
work. 

Albert Lea has 11 major indus- 
tries, among them being food 
processing, stove, laminated wood 
products and cement block facto- 
ries. Employment has risen from 
4,987 in 1940 to 5,655 in June, 
1943. A survey conducted by the 
business school of the University 
of Minnesota and the staff of the 
Ninth Federal Reserve Bank indi- 
cates that in view of postwar de- 
mands for goods the town could 
provide jobs for 6,591 persons, but 
that 593 would not be able to find 
work. It is these Jobs, Inc., is 
‘determined to help. 


Won‘t Start Big Business 


“We fully realize that this is 
definitely an experiment, but it is 
being done because we know of 
no better way to accomplish the 
second phase of our postwar plan,” 
Mr. Myers, who is also chairman 
of his county CED organization, 
told ADVERTISING AGE. 

“In order to create a job we be- 
lieve that you must first create 
opportunity, and Jobs, Inc., has 
been organized for that purpose. 
By coordinating the talent in our 
community and providing risk 
money we expect, by research, to 
locate the right idea and the right 
personnel to start new small in- 
dustries. Each project that we 
undertake will be under the direct 
supervision of Jobs, Inc., and a 
sponsor will be assigned to each 
project. 

“We have no idea of starting 
anything large; in fact we are only 
trying to sow and sprout the seed 
of private enterprise. Our com- 
mittee is tackling this with a lot 
of enthusiasm and we are really 
optimistic as to the outcome. 

“It would seem that the sound- 
est thing we could look for now 
would be some item that we could 
manufacture in Albert Lea that 
would be used by our present in- 
dustries or at least we could find 
a market through the same type 
of industry that we have in Albert 
Lea. In other words, we would 
like to start some small satellite 
industrial development so that we 
would have ready access to the 
markets necessary to insure its 
success. 


Will Hold Discussions 


“It is our plan to have panel 
meetings by classifications of busi- 
ness as soon as they can be 
arranged. We will discuss with 
each business classification our 
postwar survey, the problem that 
we have to solve and will solicit 
their coordinated cooperation in 
putting over Jobs, Inc. 

“We will expect a good idea to 
come from each business classi- 
fication, i.e., we shall expect the 
implement dealers in Albert Lea 
to come through with a sound idea 
for some small industry that can 
be sponsored by Jobs, Inc., and en- 
couraged and sponsored by the 
implement business classification.” 
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DECEMBER SALES OF CHAIN STORES 


7-—December—. % Gain 12 Monthsx—. Gy 
1943 1942 or Loss 1943 1942 on 
Food Chains 
tKroger Groc. & Bak: Co...$ 32,922,985 $ 41,149,884 —20.0 $ 421,648,649 $ 388,847,338 49, 
7,118,902 6,685,669 91,789,801 89,948,287 49) 
$ 86,758,780 $ 93,893,574 —7.7 $1,102,321,758 $1,078,060,306 +9, 
Ma rder 
aSears, Roebuck .......... $ 97,995,921 $106,940,659 —8.4 $ 816,297,677 $ 848,245,210 
2,106,302 4,721,416 —55.5 28,323,000 40,915,000 —397 
aMontgomery Ward ...... 69,294,023 86,471,566 —I9.9 598,458,710 634,358,509 
$169,396,246 $198,133,641 —14.5 $1,443,079,387 $1,523,518,719 53 
Drug Chains 
$ 1,128,462 $ 1,010,886 +11.6$ 2,975,198 $ 2,744,321 4,4 
3,825,941 3,914,895 —2.3 34,773,695 32,603,812 447 
13,709 489 12,358,906 +10.9 114,951,356 101,250,237 +135 
Group Total ............. $ 18,663,892 $ 17,284,687 +8.0 $ 152,700,249 $ 136,598,370 +1), 
Variety and Miscellaneous 
Diamond Shoe Corp....... 2,976,110 3,221,053 —7.6 29,375,471 30,330,445 3) 
$ 3,939,200 $ 5,016,412 —21.4$ 39,779,155 $ 45,962,207 
23,518,334 25,143,373 —6.4 163,887,965 153,805,756 +465 
Interstate Dept. ............ 5,368,820 5,213,681 +3.0 38,914,563 35,339,421 +109 
30,195,948 30,784,678 205,967,030 199,086,209 +434 
Lane Bryant, Inc. .......... 2,605,840 2,271,716 +14.7 29 343,950 23,554,984 +244 
11,505,306 12,268,846 —6.2 82,078,319 76,987,254 +464 
9,784,095 10,464,483 —6.5 67,351,069 62,613,293 +74 
aMcLellan Stores .......... 6,115,567 5,646,492 +8.3 35,273,694 30,552,557 +i55 
5,409,120 5,467,387 37,333,670 33,143,326 +124 
14,591,703 13,267,822 +9.9 91,005,621 77,312,853 +177 
60,531 383 63,320,357 —4.4 489,872,747 490,259,173 —0) 
1,982,571 1,812,903 +9.3 11,171,481 9,688,414 +153 
4,558,000 4,968,000 —8.3 46,232,000 56,192,000 —i77 
Woolworth, F. W. ........ 61,765,405 64,237,638 —3.8 439,010,531 423,217,143 —37 
$267 262,562 $272.516,538 —1.9 $2,001,780,677 $1,930,598,037 +37 
Combined Total ......... $542,081,480 $581,828.440 —6.8 $4,699,882,071 $4,668,775,432 +07 


aEleven month period. 
tFour weeks and 52 weeks. 
*Three month period. 


The articles of incorporation of 
Jobs, Inc., set forth five funda- 
mental concepts of the organiza- 
tion: (1) That jobs should be 
available for all returning service 
men and other worthy unem- 
ployed; (2) That high level em- 
ployment and efficient production 
are essential; (3) That there can 
be no economic security unless 
the citizens of each community 
recognize their responsibility to 
create jobs; (4) That the best op- 
portunity for creating jobs is at 
the community level, “by indi- 
vidual initiative .. . without gov- 
ernment competition or unneces- 
sary regulations’; and (5) “That 
the American private enterprise 
system be safeguarded and pre- 
served.” 


Explain Objectives 


The objects, purposes and gen- 
eral nature of the business are set 
forth under nine headings, and 
include these aims, in addition to 
that of securing jobs: 

“By research, locate desirable 
new business and industry for 
establishment and development in 
Albert Lea; 

“Encourage and assist present 
business and industry in greater 
expansion and development; 

“Provide a reasonable amount 
of risk money as working capital 
for material assistance in the ac- 
complishment of the purpose here- 
of, if not available elsewhere; 

“Assist present and new busi- 


ness and industry with problems 
of management, supervision and 
research, by furnishing the coun- 
sel of experienced and technical 
executives, economists and indus- 
trial engineers; 

“Aid in coordinating the talents, 
abilities and experiences of exist- 
ing business and industrial execu- 
tives not only for their benefit, 


use and advantage, but also for 
newly established business and 
industry.” 

Specific powers and authorities 
delegated to the corporation by its 
new charter include the following: 

“(a) To acquire the good will, 
rights, property and assets of all 
kinds and to undertake the whole 
or any part of the liabilities of 
any person, firm, association or 
corporation; to give any guaranty 
for the payment of money for the 
performance of any obligation or 
undertaking; 

“(b) To purchase or otherwise 
acquire any interest in any pPat- 
ents, licenses, concessions and the 
like, conferring an exclusive, non- 
exclusive or limited right of use 
of the same, together with the 
right to issue license or licenses 
for the same and receive pay 
therefor; 

“(c) To acquire by purchase or 
otherwise own, hold, buy, sell, 
convey, lease, mortgage, or en- 
cumber real estate or other prop- 
erty, personal or mixed; 

“(d) To purchase or otherwise 
acquire, hold and re-issue the 
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shares of its own capital stock, 
rovided, that shares of its own 
capital stock belonging to it shall 
not be voted upon directly or in- 
directly; 

“(e) To acquire by purchase, 
subscription or otherwise, and to 
hold as an investment, any bonds 
or other securities or evidences of 
indebtedness, or any shares of 
capital stock created or issued by 
any corporation or corporations, 
association or associations; 

“(f) To issue bonds, debentures 
or obligations of this corporation 
from time to time for any of the 
objects or purposes hereof, and to 
secure the same by mortgage 
pledge, deed of trust or other- 
wise.” 

Government of the corporation 
will be vested in a board of not 
jess than five nor more than nine 
directors, to be elected annually. 


Ad Budget Increased 


R. M. Jordan & Co., Providence, 
R. I, manufacturer of fashion 


3 jewelry, will soon break its 1944 


advertising, backed by an appro- 


) priation six times that of the pre- 
vious year’s 


budget. Consumer 
copy will appear in one column to 
full-page size on a monthly sched- 
ule in Charm, Glamour, Harper’s, 
Mademoiselle, Town & Country 
and Vogue. Trade advertising will 
appear in quarter to full pages in 


|§ Fashion Accessories, Jewelers’ Cir- 


cular-Keystone, Jewelry and Wo- 
Fairfax Advertising 
Agency, New York, is the agency. 


Finn, Taylor Made 
Vice-Presidents 


Joseph J. Finn and Gordon E. 
Taylor have been named vice- 
presidents of Reincke-Ellis- Young- 
green & Finn, Chicago. Mr. Finn, 
the son of Joseph H. Finn, also a 


J. J. Finn G. E. Taylor 


vice-president, joined the agency 
in 1937. Mr. Taylor has been with 
the agency since 1935. 

Nelson Fuqua, formerly with the 
New York office of MacFarland, 
Aveyard & Co., and Loren Ahl- 


Butler Brothers and Standard 
Register Company, Dayton, O., 
have joined the copy department. 
William Muggs has joined the pro- 
duction department. Albert Kubey 
has been named head of the serv- 
ice department, replacing Arthur 
L. Reincke, younger son of the 
agency president, who has joined 
the armed forces. Edith Sley has 
been named assistant service man- 


ager. 


swede, formerly with Burroughs,|. . 


G-E Uses Novel 
Approach in New 


Mazda Series 


(Picture on Page 59) 


Cleveland, Jan. 20.—Color pho- 
tographs which illustrate how G-E 
research is “moving the sun” pro- 
vide an unusual approach to the 
postwar lighting market in a new 
magazine series just launched by 
the lamp department of General 
Electric Company. 

A strange living room scene 
outdoors dominates the first of the 
page advertisements. “This is a 
picture of you in your postwar 
living room ... a true picture ex- 
cept in one important respect,” 
says the text. “Instead of moving 
your living room outdoors, you’ll 
bring ‘outdoor lighting’ into your 
living room!” 

G-E research, the copy goes on 
to say, will provide after: the war 
“Light with the same invigorating, 
health-giving rays as real sunlight 
. cool, efficient G-E fluorescent 
‘daylight’ in your kitchen, laundry, 
workshop, sewing room .. . soft 
diffused light for reading or games 
or relaxation ...a sunlamp and a 
heat lamp for the bathroom .. . 
germicidal lamps to kill air-borne 
bacteria . . . light for safety and 
convenience wherever needed.” 

Next in the novel series will be 
a bathroom scene on a_ beach. 
Copy will say the picture is “not 
as daffy as it looks,” pointing out 


5.9 Readers per copy 
according to surveys 
indicating 


2,950,000 


readers per issue! 


\ 


DRIP 


’ 


EW rates (rate card #5) 


THEY’RE CHEEZLE PEEZLE . 


AB 82 Vondorbilt Avenue, New York 17, Y. 


‘Net Paid ABC Guaranteed Yearly Average 


March 1944 


10¢ 


will be effective with the October 1944 


issue. Present rate card #4 will be effective up to and including 
the September 1944 issue. It will also apply through the December 1944 
issue, on orders received by February 29, 1944. 


Send for These Booklets About the Teen-Age Market 


. . tells what teen-age girls of today buy, 
what they like, how they influence family buying. 


SOMEWHERE BETWEEN A DILLY AND A DRIP .. . tells how teen-age 
girls rate some well-known advertised brands. 


LEADING STORES SELL THE TEENS THROUGH CALLING ALL GIRLS 
. «« tells how Calling All Girls has won store acceptance as a fashion 
influence and how it helps sell fashion merchandise. 
Published monthly by Calling All Girls, Inc., a subsidiary of the publishers of 
PARENTS’ MAGAZINE 
@ 360 North Michigan Avenue, Chicago © 


Boston @ Atlanta @ 


Sen Francisco: 


that if it were not for war priori- 
ties, “instead of moving your bath- 
room to the beach, you’ll do your 
sunbathing in the privacy of your 
bathroom—-with a combination of 
healthful ultraviolet and soft, cool 
indoor daylight.” 

Color photographs for the series 
were handled by the Buffalo office 
of Batten, Barton, Durstine & Os- 
born, with Victor Keppler, New 
York photographer, taking the pic- 
tures. 

The company has sent a broad- 
side to its utility and distributor 
customers, outlining the reasons 
behind the copy approach. Repro- 
ducing Mazda lamp advertisements 
that appeared last year, G-E asks 
recipients of the broadside to 
check on an enclosed postcard the 
key number of the ads they pre- 
ferred. 


Plugs New Products 


To introduce two new items— 
saltines and graham wafers—in its 
line of Crackin’ Good cookies and 
crackers, Consolidated Biscuit 
Company will use a 100% showing 
of 24-sheet posters in the Chicago 
area, starting Feb. 15. Posters, ra- 
dio and newspaper advertising are 
scheduled throughout the year. 


Sproul Leaves WNU 
to Open Agency 


Earl E. Sproul 
has resigned as 
vice - president 
of Western 
Newspa- 
per Union, Chi- 
cago, and _ its 
affiliated Pub- 
lishers’ Auszxili- 
ary, to form the 
Agency Service 
Corpora- 
tion with offices 
at 105 W. Mon- 
roe St., Chi- 
cago. Opening of the new agency 
is set for Feb. 1. 

With WNU for more than 15 
years, Mr. Sproul conducted nu- 
merous trade and economic re- 
search surveys. He served in an 
advisory capacity with the WPB 
for a year and set up plans for 
salvage and other wartime proj- 
ects for small town operation. 


Cayton Joins Picard 
William Cayton, formerly with 
Newell - Emmet Company, New 
York, has been named copy chief 
of Picard Advertising, New York. 


Earl E. Sproul 


Goods field. Salesmen 


problem of entree and 


ness with big clients. 


ball at all times. 


exceptional man with a 


mission. No man who 


seriously considere 


Or—a sales executive 


of this advertisement. 


WANTED 
TWO SUPER SALESMEN 


(Advertising) 


MUST meet some very exacting specifications be- 
cause the situation is unusual. So are the earnings. 
This is a Direct Mail service which is sold only in 
large units to large concerns in the Consumer 


more than three active accounts each. There is no 


tage over all competition. What we need is two 
more men who are big enough to handle big busi- 


printing is not essential. The job is to understand 
the client’s problem, analyze it and prescribe the 
answer. The salesman must be able to outline the 
campaign and the presentation. Unlimited assist- 
ance will be given but the salesman must carry the 


SPECIFICATIONS: Must have had experience in 
selling (not buying) sales promotion service. Must 
understand the dealer’s problem in detail. Pre- 
ferred age, 40 to 55. Might go below 40 for an 


There is no opportunity to “learn the business”. 
EARNINGS: Liberal drawing account against com- 


work any other way. Any applicant who is being 
will meet our other salesmen 
and see the record of earnings. 


WHO SHOULD APPLY? Any man who can prove 
consistent earnings of $12,000.00 or more in selling 
a promotion service to big-time accounts and who 
is now ready to graduate to the biggest of its kind. 


who might want to exchange his multiplicit 
sponsibilities for the relatively simple problems of 
personal selling in a life-time situation. 


Headquarters, New York City. Will probably 
spend less than one-third of time out of town. Will 
consider a third man to live in Chicago. 


No objection to a blind application through a 
lawyer or other third party provided that sufficient 
data is given to merit an interview. All letters will 
be delivered unopened to our General Manager and 
will be seen by no one else. Our own salesmen know 


Address “General Manager” 


will probably handle not 


we have a definite advan- 


Technical knowledge of 


proven record in this field. 


knows the business would 


in a similar organization 
of re- 


P. O. Box 1000 
Grand Central Annex 


New York 17, N. Y. 
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Four out of ten Newsweek families 
(who own 1.3 autos) are planning ex- 
tended trips in the U. S. after victory.* 


Doughnut | 
bakery truc 
public the 
industry wo 
was found 


26.1% of all Newsweek families regularly take trips by plane.* rar & 


F you’re “going places” after the war, here’s a key 
market for your selling efforts now! The readers of 
Newsweek! These Significant People bring you two 


important advantages: (1) They are an audience pos- 


sessing unusually diversified activities and high buy- = 


ing power, and (2) they bring a quality of reading to 


25.1% of Newsweek fomilies are planning now to take a trip Newsweek which has seldom been paralleled. 
out of this country after the war.* Ina new | 


This audience has been gained by Newsweek as a re- | be is 
sult of its vital editorial policy of impartial reporting, 
news significance, and forecasts of the future. And ad- 
vertisers have awarded Newsweek an increase in ad- 


vertising revenue, among general magazines, from 


twenty-second to fifth place in the past six years! 


* According to a recent survey, the results of which are being presented in 
a series of advertisements in this magazine. Further details on request. 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
DP 
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PHOTOGRAPHIC REVIEW 


POSTERS STRESS FOOD VALUE OF BAKED GOODS 


Boked Goods 
are IMPORTANT! 


Everyone's Daily Energy 
comes from 
AKED GOODS 


“Soked Goods are IMPORTANT | 


Over 25% of the Energy needed to beild 
ships, planes, tanks, guns--te fight on land, 
see ond aie--comes from Baked Goods... 
bread, cake, oh. 


DONT WASTE o single crumb! we 


Baked Goods 
are IMPORTANT! 


over 25% 


_ Everyone's Daily Energy 
from 
BAKED GOODS 


DONT WA STE o single crumb! 


Doughnut Corp. of America has developed this new series of posters for 

bakery trucks—minus company signature and designed to impress upon the 

public the importance of baked goods. A previous series aimed at bakery 

industry workers exclusively, to point out the wartime essentiality of their jobs, 

was found to be so effective that the same illustrations were adapted for use 
in the new series. 


G-E RESEARCH 'MOVES THE SUN’ 


RESEARCH 15 “MOVING THE SUE” eeseance 4 


Tat son" 


Ina new magazine series, General Electric Co. lamp department dramatizes its 
part in the postwar lighting picture with novel color photographs demonstratin 
its research is “moving the sun" indoors. Current copy is at the left, wit 
other page scheduled to appear later on. BBDO is the agency. (Story 
on Page 57.) 


ENTERS FIELD 


MULTIPLE 
VITAMIN 


CAPSULES 


Miles Laboratories started promotion 

of a new multiple vitamin product to 

consumers with this magazine copy, 

keyed to the readers of each publica- 
tion. (Story on Page 22.) 


‘TOUGH’ COPY OK'D 


WOUNDED BY THE covumn 


A check by Liberty Mutual Insurance 

Co. on the reactions of editors and 

publishers, admen and general business 

executives indicated approval of the 

appeal used in this "7th Column" page. 
(Story on Page 41.) 


TRIPLE-USE POSTER SELLS WAR BONDS 


(THERE'S “ONE 


vee you MORE PROTEIN 
thee omy other coreat! 


BEST’ INVESTMEN 


T! 


To help grocers build displays, Quaker Oats Co. has brought out a new poster which can be torn in half to wrap around cases 
waker or Mother's oats, to use as window streamers, or placed in side windows or doors. The Brewster family, stars of 
Quaker Oats radio show, agree on the value of war bond purchases. Ruthrauff & Ryan, Chicago, is the agency. 


59 


FATHERS DAY 


42% 


BUY A BOND FOR FATHERS DAY 


The first showing of the official '44 Father's Day poster was made at the 

convention of the National Association of Retail Secretaries in New York. 

Alvin Austin, right, executive director of the Father's Day Council, and Daniel 

Bloomfield, president of the retail group, are shown admiring the “Buy a Bond 
for Father's Day" appeal. 


CELEBRATE DEBUT OF ‘OPPORTUNITY’ SERIES 


Executives get together following the first broadcast of WGN-Mutual’s new 
"Freedom of Opportunity" series sponsored by Mutual Benefit Health & Acci- 
dent Association in cooperation with the U, S. Junior Chamber of Commerce. 
Left to right are: Ralph Rosenthal of Arthur Meyerhoff & Co., agency in 
charge; Ade Hult, MBS; Joseph T. Ainley, producer; H. C. Carden of the 


insurance association; and Nels Shawn, radio director of Meyerhoff. 


STARTS NEW THEME 


A pert little weider named Susie, ‘ 
Found by ten she felt washed out and woosy. 

Now at breakfést she takes 
Cronchy, rich Grape-Nuts Flakes 

And at noon she’s still peppy— not moozy! 


Fixing ships wes hardship for Denny, 
Por of energy be hadn't any! 


A “no-breakfast-for-me” girl was Maisie. 


But « nurse can't be and lesy. that your vitality s ewfuily lew in the fakes packed with ete 
and morning's the time and vitam» few 
So she tried Grape-Nute Flakes, Ren at of 
Now ahe's got what it takes! your daily 
Works all day feeting fresh as daisy! Som you the mil the trail 
every day. Amd that's the Gos 


9 amy the! 
of dem t cat an 


amd ome agree thet 


bee 

ogt of 443 brewk 


DAD (ower per rude 
gre: et 


Limericks and R. Taylor illustrations feature this new color copy for General 
Foods’ Grape-Nuts Flakes, which broke in The American Weekly and is to be 
used later in Ladies’ Home Journal and The Saturday Evening Post. Young & 

Rubicam, New York, is the agency. 


FATHER'S DAY POSTER HAS FIRST SHOWING “ae free 
} OW for the first time 
DAYAS 
j ¥ 
DONT WASTE a single crumb! 
Slee 
Than he learned with detight - , 
Grape-Nuts Flakes start you right— 
Pa Keep you on the job bright ae penny! 
tp from the trie ahowe don't hind you get fron Grape Nuts 
; 
TaN 4 += 


the Sun 


In the third quarter of 1943*, compared with the same period in 
1942—a year earlier—some interesting things happened to Chicago 


morning newspaper circulations— 


—circulation of THE SUN went UP 18,766 | 


—circulation of THE CHICAGO TRIBUNE 
went DOWN 65,390 


This represents a turn-over of 84,156 in the Chicago morning 
newspaper field—certainly, additional evidence of the CHANGE 
which The Sun has brought about in Chicago’s newspaper read- 
ing habits! 

The Sun sells papers... but only because more and more people, 
now with freedom to choose between two Chicago morning papers, 
buy The Sun. 

The Sun prints the news as it breaks, without adding vinegar or 
vanilla. The Sun gives its readers honest and impartial news from 
Washington. It publishes the views, whatever they are, of some 
of the world’s most famous columnists. It has such outstanding 
correspondents as Ernie Pyle, H. R. Knickerbocker and John 
Graham Dowling at the war fronts. The Sun was the only news- 
paper with a staff correspondent at the Teheran conference—a 
highlight in a steady procession of world “‘scoops.”’ 

Yes, more and more people are turning to The Sun because 
they know The Sun’s primary purpose is to give them the best 
3c worth of newspaper their money can buy. 


*The latest quarter for which figures are available 
from_the Audit Bureav of Circulations. 


This increasing preference for The Sun has proved to 


advertisers: 


THE SUN gives results 


_ out of all proportion to ‘ 


_ its circulation and cost — 


—and it highlights in solid outline the fact that there’s 


a mew newspaper situation in Chicago: 


1. You need The Sun in any newspaper combina- 
tion to cover Chicago economically and efficiently. 


2. With The Sun alone you can buy a tremendous im- 
pact against America’s No. 2 market with a relatively 
small outlay. Actually you can sell it for less inThe Sun. 


CHICAGO'S MORNING TRUTHpaper —S 


THE CHICAGO SUN 


sells 


BUY UNITED STATES WAR BONDS 


THE (BRANHAM COMPANY, National Representatives: NEW YORK: 230 Park Avenue * CHICAGO: 360 North Michigan Avenue 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
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